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Rough Proofs 


\fter thinking it over a while, 


N York City has decided to 
forego the million-dollar occupancy 
tax on store signs and displays. 
Somebody’s golden goose laid an 
eg 


a 


Leg art has taken the lead in il- 
justrations, say advertising photog- 
raphers. No matter how much you 
may preach against it, you can’t 
make it unpopular with the masses. 


. - | 


At last industrial designers are 
getting down to the things that 
really count, and that’s why Ben- 
dix is now able to offer plastic 
clothes pins. 

very } 


| 

The Food of the Month Club will | 

distribute attractive packages to | 

housewives at sixty cents a throw. | 

And the chances are they will cause 

a lot less indigestion than some of 
their rivals. 


. ww F 


“Women buy for style or whim,” 
says Fairchild’s M. D. C. Crawford, 
“and if they should shift to buying 
out of necessity, a great economic 
ipheaval would result.” 

But for heaven’s sake don’t show 
this to your wife. 


FINANCIAL LEADERS 


Si Sen 
sci A ata 


New top officers of the Financial Adver- 
tisers Association: Robert J. lzant, Cen- 
tral National Bank, Cleveland, president; 
Victor Cullin, Mississippi Valley Trust 
Company, St. Louis, first vice-president; 
and L. E. Townsend, Bank of America, 
San Francisco, second vice-president. 


More Business, 


More Friends, 


| 
_ an ee . 
Gladys the beautiful Peer refer 
says rats desert a sinking ship the 
way representatives abandon an 
agency that’s just lost a big account, 
the rats. 
, VV F 


Some of the greatest beneficiaries 
of ASCAP largess haven't written 
a new tune in years, the records 
show. Pampered genius gets much 
too fat to soar into the empyrean. 


7, VF 


A discouraging note on the de- 
cadence of American manhood is 
furnished by the fact that the Ken- 
tucky Distillers’ Association has 
found it necessary to advertise the 
virtues of old-fashioned sour mash 
bourbon whisky. 


a 


“Bad taste is ugly,” remarks 
ADVERTISING AGE editorially. But 
John Keats said it a lot better when 
he strummed his lyre and warbled, 
“Beauty is truth, and truth beauty.” 


oy 


Wrigley has sent out 

samples of chewing gum thus far 
nh 1940, proving once more that 
sticking everlastingly at it is bound 
to bring success. 


64,000,000 


7, FF F 


The American Institute of Public 
Opinion has been kicked around 
by th parties, its director com- 
plai But while the candidates 
mly a short run, the polls will 
g ht ahead at a steady Gallup. | 


7 VT 


“P. & G. Offers Cash 
© C-urch Folk.” 
‘©’ urally the soap business is the 
demonstrate that cleanliness 
is next to godliness. 


for Labels 


w+ 


Joe Mehr has left beer, and the 


“lev and Indians of 1941 will have | 


“dc Vittout Oscar. | 
Copy Cus. 


Need of Banks 


Financial Advertisers 


Association Estimates an increase of 37 per cent. 


the Situation 


Hot Springs, Va., Oct. 31.—Bank | 
advertising is confronted not only 


with the task of putting 65 billion | 


dollars of deposits to work, but of 
selling banking services so 
oughly that the present system will| pe up around the 1937 level of 
The average retail 
price that year was $171 per unit. 
It had dropped to $169 in 1939, 
when sales amounted to $352,365,- 


be impregnable against either co- | $427,500,000. 


vert or open attack, the 25th an- | 
nual convention of the Financial | 
Advertisers Association was told | 


Kelvinator's 
izing’ Move Proves Big 
Boon to Industry 


By H. E. GRONSETH 
Detroit, Oct. 31.—Fighting its way 


new sales strategies and generally 
keener competitive conditions, the 
household electric refrigeration in- 
dustry this year is rolling up the 
biggest volume of business in its 
history. Unit shipments from the 
|factories already are well ahead of 
|the full year 1939 and equal to the 


"'Demoral- 


| 


through a blitzkrieg in retail prices, | 


| peak year 1937, leaving the final | 
|quarter to establish the margin of | 


|}gain over the best previous year. 
The first eight months of this year 


show world sales, by all U. S.} 
manufacturers, of 2,391,000 units, | 
laccording to figures compiled by 


Air Conditioning & Refrigeration 
News. 
ports of 17 companies to the Na- 
tional Electrical Manufacturers As- 
sociation, a 


The estimate is based on re- | 


group which accounts | 


Record Refrigerator Volume 
Follows Slash in Prices 


STARTING THE WAR 


A Frank 
Statement 


About Kelvinator's Radically New 1940 Program 
That Makes Possible Sensationally Low Prices 
And Greater Profits for Dealers 


First page of a three-page Kelvinator 

advertisement in the trade press early 

this year, announcing drastic changes in 
pricing and sales policies. 


for 90 per cent of the industry’s | compiled until after the close of the 


sales. 

If the rate of increase shown in 
the first eight months holds for the 
remainder of the year, 1940 sales 
|should total around 2,850,000 units. 


| 
| 


| 


year. 

Undoubtedly, 1940 will go down 
in the annals of the industry as a 
milestone year. It not only estab- 
lished a new high in volume and a 


| This would be a gain of 14 per cent | new low level in prices, but it also | ©’ “or > < oe 
‘over the 2.500.000 units sold in the | brought developments that seem to | led the task with great enthusiasm 


lrecord year 1937, and would com 


pare with 2,085,000 units in 
Market 
|saturation last year had reached 
56.2 per cent of wired outlets. 


Average Price Drops 
With lower price schedules in 
effect this year, dollar volume ob- 
| viously will not show the same rate 


thor- | of increase over 1939, but it should 


here this week. Meanwhile, new/| 9090, and has skidded considerably 


hope exists for brokerage houses, | 
it was indicated, one having proved | 
that investors are keenly interested 
in the services they have to offer 
when the case is clearly stated. 

Robert J. Izant, Central National 
Bank, Cleveland, was elected FAA 
president; Victor Cullin, Mississippi 
Valley Trust Company, St. Louis, 
Ist vice-president; L. E. Townsend, 
Bank of America National Trust & 
Savings Association, San Francisco, 
2nd vice-president; Lewis F. Gor- 
don, Citizens & Southern National 
Bank, Atlanta, 3rd vice-president; 
and Fred W. Mathison, National 
Security Bank, Chicago, re-elected 
secretary. Preston E. Reed, execu- 
tive vice-president since 1924, re- | 
ceived an engraved scroll at the 
hands of the directors, while Lucy | 
David, secretary, was _ presented | 
with a purse. Next year’s mee 
will be held in Cleveland. 


States Problems 


The problem of the bank was | 
succinctly stated by Robert M. 
(Continued on Page 32) 
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Ad-libbing 12 
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Obituaries 
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Rough Proofs | 
Voice of the Advertiser 20 


farther this year. No one is willing 


to estimate exactly what the 1940) 


average may be although one 
authority doubts if it will go below 
$150. Dollar volume of sales is not 


1939, | 


mark the establishment of 
trends. Price advertising, 
first time, became general through- 
out the industry. At the same time, 
appropriations were materially in- 
creased. Manufacturers began to 
concentrate on fewer models, an 
important development in lowering 
production and distribution costs. 
The trend away from smaller units 
became more pronounced. The step- 
up selling plan was refined and ex- 
tended. More general 
was given the replacement market 
in the offering of models designed 
especially for that trade. A trend 
toward fewer but better dealers 
developed. 


new 


The first effective steps were 
taken this year to meet the rapidly 
growing competition from chain 


(Continued on Page 33) 


for the 


recognition 


Last Minute News Flashes 
Milwaukee Agency Extends Spam Campaign 


Austin, Minn., Nov. 1.- 


Klau-Van Pietersom-Dunlap Associates, Inc 


Milwaukee, which has been conducting a Wisconsin campaign for George 
A. Hormel & Co.’s Spam, today launched a similar drive in Minnesota 


for the meat product. 


Gelatine, Oranges Join for Advertising 


New York, Nov. 1. 


Cox Gelatine Company and Canned Mandarin 


Orange Bureau will conduct a joint campaign in New York newspapers 


starting Nov. 10 and running for 


| handles both accounts. 


Detroit, Nov. 


Hudson Motor Car Company. 


New York, Nov. 1 


13 weeks Irwin Vladimir & Co 


i James Severs Long Connection with Hudson 


1.—Ill health has caused William A. James, director 
| of advertising and merchandising, to sever his 18 years’ connection with 
No successor has been appointed 


| Lorillard to Market King Size Cigaret 


-While it was confirmed here today that P. Loril- 


lard Company will introduce a new cigaret, believed in informed tobacco 
circles to be king size, within the next two weeks, no indication was 


given as to the brand. 
Old Gold, may be involved. 
campaign. 


It is believed, however, that Deities, 


rather than 


Lennen & Mitchell is preparing an extensive 


Colgate Creates Public Relations Post 


New York, Nov. 1.—With creation of the post of director of public 


| 
30 relations, Colgate-Palmolive-Peet Company today named Harry Keller, 
35 | veteran New York newspaper man, as incumbent. 


Hugh McKay, re- 


cently appointed advertising director, will supervise the work in this 


new sphere. 


Liquids Capture 
Small Segment of 
Dentifrice Field 


Teel Far in Front in Its 
Division; Pastes Still the 
Leader 


By MURRAY E, CRAIN 


Chicago, Oct. 31.—Experts in the 
highly complex realm of oral hy- 
giene were spending many hours 
this week in trying to fathom the 
significance of the “slump” in ad- 
vertising of liquid dentifrices. As 
far as the records show, however, 
Procter & Gamble Company has 
|been the only consistent advertiser 
of this type of tooth cleanser since 
Teel flashed across the horizon in 
|May, 1939. While some contempo- 
raries promptly brought out liquid 
dentifrices, most of them advertised 
their new babies merely as mem- 
bers of the family, or as in the case 
of Colgate, continued to lavish 
most of their attention on the old 
j}and more firmly established paste. 

Thus, while liquid cleansers get 
| casual mention in some advertising, 
the burden of making a niche for 
| Such a product in a highly competi- 
|tive field continues to fall on the 
|shoulders of P&G, which has tack- 


Lut somewhst debatable success 

Figures on the division of the oral 
| hygiene business vary. The best 
| available estimates, however, indi- 
}cate that pastes account for some- 
thing over 65 per cent, powder, 
more than 25 per cent, and liquids, 
about 6 per cent of the retail dollar 
|volume, with the trend indicating 
a leveling off of the dentifrice dol- 
lar at about these percentages. 
Some surveys indicate that Teel is 
getting more than 90 per cent of 
|the available volume in its special 
iclassification while other sources 
place this product’s share much 
closer to 70 per cent. 


Leading the Parade 


In the field of tooth paste, Col- 
gate, Pepsodent and Ipana lead by 
a wide margin in most studies, 
while Dr. Lyon’s is almost as 
|strongly entrenched in the powder 
|sector as is Teel in that of liquid 
dentifrices. Dr. West’s is the leader 
jin the tooth brush field, though it 
has not been able to attain this 
position in the allied field of tooth 
paste. 

A spokesman for the Procter & 
Gamble Company implied that man- 
ufacturers of tooth paste had com- 
mitted a serious strategical error in 
following Teel into the liquid den- 


tifrice field. Since their interests 
were bound up with paste, their 
claims for a liquid were necessarily 


iso lukewarm that they could wield 
ino great influence, according to this 
viewpoint. Procter & Gamble, mak- 
ing only a single type of cleanser, 


was in a position to do a swash- 
buckling copy job. 
A new factor was injected into 


the sanguinary battle for dentifrice 
supremacy this weel: when Liquo- 
Matic Tooth Brush Company, of 
|San Francisco, used space in Sunset 
Magazine to advertise a new tooth- 
ibrush which accommodates a sup- 
ply of liquid cleanser in the handle. 
A trigger releases the fluid as re- 
|quired. Another feature is a re- 
placeable brush head, available for 
23 cents. The new brush is priced 
lat $1, though an introductory offer 
jof 69 cents is being heralded. 
What effect the marketing of 
Vray, Dr. West’s new product, will 
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have on the ebb and flow of battle 
can be determined only by time. 
Vray is advertised as “neither paste 
nor liquid.” Pepsodent is testing a 
new “dental cream” in certain mar- 
kets and is also reported to have a 
toothbrush in the offing. 

Perhaps the only common denom- 
inator of the keen competition in 
the dentifrice industry is the ardent 
wooing of the retail druggist by 
nearly all of these entrepreneurs. 
The latest expression of this solici- 
tude comes from Pepsodent, which 
will shortly offer a “Cub’’ camera 
for 15 cents and a carton from any 
Pepsodent product—tooth paste, 
powder, liquid dentifrice or anti- 
septic. 

While this deal is expected to be 
sufficiently exciting to consumers to 
evoke a riotous response, Pepsodent 
is merchandising its benefits to the 
retailer with energy and acumen. 
Here is how it describes operations 
of the plan to the druggist: 

“1. Customer buys Pepsodent 
product to get camera. 

“2. Customer returns to buy film 
for his camera. 

“3. Customer returns to 
film for developing. 

“4. Customer returns to pick up 
finished prints. 

“That means four visits to your 
store, four chances for you to make 
extra sales and profits. 


leave 


“But that’s only the beginning! 
The average camera Owner uses six 
lrolls of film. Therefore every one 
of your customers who gets a Cub 
camera will spend 
$5 in your store for films and de- 
veloping alone. Multiply these Cub 
owners by $5, then harken to your 
'cash register ring.” 

All Pepsodent asks dealers to do 
is to display the product and the 
promotion material which it pro- 
vides. The camera itself is avail- 
able only through the company, the 
|retailer being relieved of this work. 
The offer makes its initial appear- 
ance in Puck—The Comic Weekly of 
Nov. 10. It will be repeated in that 
|}medium Nov. 24 and in Metropolitan 
{Sunday Newspaper comics, This 
|Week and supplementary comics in 
|14 cities. Collier’s, Liberty and Life 
will also be used. 
| Teel is pressing its 


|ing featured in magazines, news- 
| papers and radio. To tie the drug- 
| gist into the promotion, Procter & 
‘Gamble Company is offering one 
| large and one medium package of 
| Teel with dozen purchases of each 
,of the two varieties. 


CALOX TOOTH POWDER 
CAMPAIGN EXTENDED 


Bridgeport, Conn., Oct. 31.—In an | 
| 


expansion of the current campaign 


approximately | 


advantage | 
| with a $10,000 contest which is be- | 


for Calox tooth powder, McKesson 
& Robbins, Inc., will add This Week 
to the list of six magazines now 
being used and launch a test cam- 
paign in newspapers in nine cities 
in the Middle West, Southwest and 
on the Pacific coast, according to L. 
M. Van Riper, advertising manager. 

The movie star quiz technique, 
now being used in magazine copy, 
will be continued, with Anna Neagle 
as the star for the three insertions 
in This Week, scheduled to begin 
Nov. 10. The newspaper campaign, 
to begin at the same time, will also 
feature the movie star tie-up. Sher- 
man K. Ellis & Co. handles the ac- 
count. 


Kennedy Talk Run 
| As Full Page 


The complete text of Ambassador 
Joseph E. Kennedy’s network en- 
dorsement of President Roosevelt 
was published as a full-page adver- 
tisement in the Chicago Daily News 
Nov. 1, over the signature of the 
Business Men’s League for Roose- 
velt, Marshall Field III, Chairman, 
and the Illinois Independent Voters 
for Roosevelt and Wallace. 
| Strangely, the Business Men’s 
League’s New York headquarters 
|advised ADVERTISING AGE that it 
knew nothing of the advertisement, 
and had bought no space for this 
purpose. 


HATS OFF 


to Mechanically-Minded Men..! 


@ Events of recent months have demonstrated that 


American welfare— human and commercial —depends upon 


mechanized defense and will rest in the hands of me- 


chanically-minded and mechanically-trained men. 


As the mechanically-minded man rises in importance in 


defense measures he rises also in his influence upon pur- 


chases by manufacturers of equipment, of tools and of raw 


materials and he, individually, becomes a prospect for 


expanded purchases of goods and services for himself 


and his family. 


Can you think of any group of American men who will, 


in the next five years, equal in importance those who are 


mechanically skilled, both in mind and hand? Business 


concerns with clear foresight already are presenting their 


goods and 


services to this expanding market. 


If this trend in our present economy is of interest to you, 


then Popular Mechanics is of interest to you. It reaches 


over six hundred thousand mechanically-minded men for 


less than a dollar and a half a page per thousand. It should 


be a “must”? medium on your next list. 


POPULAR/ jfECHANICS 
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versary convention at the Homestead, Hot Springs, Va. 
vice-president of the Barrett National Bank, Jacksonville, Fla., and retiring FA 
president, makes the presentation. 


——————> 
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FAA EXECUTIVE HEAD HONORED AT MEETING 


ag 


Preston E. Reed, executive vice-president of the Financial Advertisers Assoc 
tion, is presented with a testimonial and a purse at the association's 25th an: 


Stephen A. Fifie! 


Miss Thompson Has 
‘No Disease That 
Ads Will Cure’ 


Columnist Rakes Admen 
Over Coals in Political 
Address 


New York, Oct. 31.—Advertising, 
which has played a more important 
role in the current political cam- 
paign than in any previous election 
year, came in for some sharp criti- 
‘cism at the hands of Dorothy 
Thompson when the columnist 
talked over a Columbia Broadcast- 
|}ing System network last night un- 
der the auspices of the Business- 
men’s League for Roosevelt. 

She declared that the “real story” 
of Wendell Willkie’s campaign is 
that it was decided about a month 
ago that he was not “pulling in the 
orders, so a lot of high pressure 
sales boys and public relations 
counsels took him over.” 
| “These are the boys,” she said, 
\“who have perfected the technique 
of ‘selling’ the American people 
anything on the shelves. They are 
the boys who have tried to per- 
suade us that we all have halitosis, 
or pyorrhea, or that if we don’t 
drink orange juice with every meal 
our bones are going to crumble, 
that we can cure fatigue with cig- 
arets, and achieve charm with a 
| lipstick. 

“There is a definite technique in 
the advertising profession known 
as ‘fear copy.’ The idea is first to 
create the fear, and then offer a 
branded antidote. You know this 
technique, because you have been 
constantly exposed to it. Dangers 
are lurking all around us; we have 
dandruff in our hair, our gums are 
bleeding, our stomachs are swim- 
ming in acid, but cheer up! We 
will save you. Buy our brand!” 


Inside Dope on Vocabulary 


| Miss Thompson declared that put- 
| ting over a brand is called “promot- 
| ing a product” in the advertising 
vocabulary. “It is done by ‘build 
up,’” she said. “The general theory 
in the trade is that if an article has 
a little merit, enough advertising 
‘will put it over.” 

She said that “almost all of the 


eminent practitioners of this re 
now engaged in this campaign or 
the Republican candidate.” 1e 
cited as one of the most succes \] 
of the group Rep. Bruce Barto: of 
Batten, Barton, Durstine & Osb: -n, 
She quoted a Barton book, “’ he 
Man Nobody Knows,” to prove ‘iat 
he believes “that everything in ‘iis 
world has been put over by ad\ cr- 
tising, including Jesus Christ.” 

“What this campaign needs,’ in 
Miss Thompson’s judgment, “i> a 
Consumers’ Research Bureau to «ay 
to the public: ‘Ladies and Gen'le- 
men, you haven’t got those disexses 
and you aren’t being offered a cure, 
You are merely being offere: 
completely unanalyzed brand.’’ 

She wound up her address, one 
of a series she is making for Busi- 
nessmen’s League, by saying she is 
going to vote for Roosevelt “be- 
cause I am at long last fed up with 
the glib copywriters who think you 
can slug this nation into an elec- 
tion.” 


Settle Ad Manager's 
Suit Out of Court 


A suit brought against the E. L. 
Knowles Company, Springfield, 
Mass., maker of Rubine liniment, 
by Lawrence M. O’Connell, its for- 
mer advertising manager, as well 
as treasurer, director and clerk of 
the corporation, was settled out of 
court, opposing counsel reported to 
Judge Edward T. Broadhurst in 
Superior Court Oct. 23. The suit 
was begun the previous day when 
O’Connell sought reinstatement as 
director and treasurer, from which 
posts he was removed by a vote of 
the other two directors on Aug. 14. 

He contended that the removal 
was illegal and brought a writ of 
mandamus to have the action de- 
clared illegal. 


“Esquire” Opens Fair 

The 479 advertisers in the 
Christmas issue of the magazine 
are represented with more than 5,- 
000 gift suggestions at the s« ond 
annual Christmas Fair of Esquire 
which has been opened at 10 Rock- 
efeller Plaza, New York. The falr 
will be promoted in the New York 
Sun, New York World-Telegram 
and Philadelphia Record. 


WTM] to Expand 


The Milwaukee Journal st. ‘on, 
WTMJ, has received perm):sion 
from the FCC to increase its night 
time power five times to 5,000 tts. 
The station has purchased an idi- 
tional 15 acres of land and will 
erect two additional 400 foot vers 


to be used in a new direction. an 
tenna system. 
— 


STANDARD STUDIOS 
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~ 1i’s NOT WHAT THE INDIAN LIKED, FS WHAT 'THE FISH LIKED 


of 
. e GP The Indians wrote in pictographs, like the one above. zines are rapidly becoming equally important in the sale of 
a Starting in the center and reading counter-clock-wise, it goes nationally advertised foods, household and baby products. 
hen : is: 
like this: 
as , . , en i 
1ich : But circulation, even in million lots, does not earn advertise 
, of “A hungry Indian wanted to go fishing, and baited ; under 
os his hook with the meat he liked best, deer-meat. ay fer Mand peer oul. ete 8 SOR SP den 
of He went to the river and had bad luck. The next sales analysis and test. Look “under the hood” at Macfadde 
de- day he had bad luck again. And there was famine Women's Group readership and you'll find that low rates and 
in the wigwam. He visited the Medicine Man who ; ; azines 
sat hten to teats Ob whihe wenn Me eest o authentic research data multiply out to make our mag 


the river and caught many fish. And then there was 


today’s best dollar-for-dollar advertising buy ...more young 
plenty in the wiqwam.” 


women per dollar, more housewives per dollar, more yours 
It's not what the Indian liked, it’s what the fish liked. mothers per dollar, more visibility for advertising —— 
(Our current pride is # new readership study establishing 


It’s not what you like to read that counts, it’s what your pros- more thorough readership. ) 


pects like to read! 


re 
Macfadden Women's Group offers you sales stimulus ad 


. , “mass 
it counts most... over the well-worn counters doing the 

ass- 
market volume.” If you're pondering 1941 sales for any ™ 


for 
sold product bought by women for beauty, for health. ° 
nationally advertised cosmetics and drug products. And, be- 


Millions of young married women read the “true” and “fan” 
type magazines. These magazines have already become an 


accepted “main-line” route to volume sales for the big-league. 


baby, or for home. make “Macfadden Women’s Group * 
cause most of these young women are married, these maga- 1941 “must.” We 
MACFADDEN Womens GROUP we 
TRUE EXPERIENCES o TRUE LOVE & ROMANCE * pave 


PHOTOPLAY MOVIE MIRROR 
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TRUE Strength on strength! with the Photoplay-Movie Mirror ‘ 
magazine as the pre-eminent leader in the merger, January 1941 ; ‘ o Ww, 
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verdict about present and future 
problems that face life insurance? 


Calls Research 


in terms of the general 


“Do we know what varying 
; - ltypes of people are thinking, 
a Stron est All ‘or do we plan our activities 

a g y merely 


public? 
'tion but that the public has been 
somewhat irritated by ‘last chance’ 
sales, which suggested that it is the 


of Insurance 
|last opportunity to buy at present 


Johnson Outlines New prices, and with the present policy 
: ° clauses. Let’s keep in mind that 
Assignments at Chicago good will is ane benerinns than 
Meeting the immediate sale. 
Chicago, Oct. 29.—Life insurance, | Fewer, Better Salesmen 
above all other businesses, needs to 
explore the minds of men and wo-|tional work in market surveys to! 
men if it is to continue to expand |eliminate the public’s minor irritant 
in this country, Holgar J. Johnson,|/of being contacted by too many 
president, Institute of Life Insur-| salesmen, not merely of different | 
ance, told the 19th 


There can be no ques-| 


annual joint 
meeting of the Association of Life 
Agency Officers and the Life In- 
surance Sales Research Bureau here 
today. 

Mr. Johnson asked these pointed 
questions: 

“Would it not be wise to investi- 
gate our merchandising procedure 
more adequately to discover its ef- 
fect on public attitudes? Do we 
know what the current generation 
of young Americans thinks about 
life insurance, our companies, our 
agents? What is going to be its 


|companies, but of the same com- 
| pany? 
|kets can be abandoned and thereby 


icyholders? 

“We have made real strides in 
our procedures for selecting agents, 
‘but are there not still better ways 
lof inducting men into the business 
|by pre-selection in colleges and 
|universities? Should we not pro- 
|vide some guaranteed income dur- 
ing a period of training so that by 
ithe time the salesman is ready for 
|public contacts he can and does 


Can it be that certain mar- | sity 


| provide a lower cost for other pol- ‘of these queries. 


‘create a better public impression | 


|than now exists? 


“Is it possible to develop some | 


different or better method of dis- 
tribution which will reduce the cost 
of insurance to the public and thus 
provide an even greater distribution 
of the benefits of life insurance for 
|the same relative share of the pub- 
lic’s income? 

“Ts there a possibility of finding a 
_way to create a closer bond between 
‘company and policyholder, so that 
the latter will regard the former as 
the embodiment of mere mortals, 

rather than as an impersonal finan- 
cial institution?” 


“Is there a chance for some addi- | 


Goal of Foundation 


Mr. Johnson expressed the hope 
that the Dr. Huebner Foundation 
for Research, sponsored by life in- 
surance companies at the Univer- 
of Pennsylvania, may ulti- 
mately provide the answers to some 
From this Foun- 


‘dation, it is believed, will come not 
/only teachers of insurance who will 


raise the public understanding and 
appreciation of the business, but 
new studies which will open up new 
avenues of service and new con- 
cepts of management functions. 

“It has been said,” he commented, 
“that had the world spent only a 
small fraction of what has been in- 


vested in product research on the 


—_— 


AT FINANCIAL MEET world. We must seek continu: |ly 
to unearth new truths, widen ‘he 
scope of our endeavor, and spr-ag 
the benefits of insurance. 
“Finally, having discovered t} 
things, we must use every mear 
our command to bring the resul: 
our work to the public. Only as 
public becomes conscious of \ 
has been done in its interest do 
respond with a friendly attitu 
the motivating force behind 
progress and development.” 
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Commercial FM 
Is Authorized 
on 15 Stations 


Washington, D. C., Oct. 31.— ‘he 
FCC today authorized 15 statior to 


Rascovar, 


James 
Albert Frank-Guenther Law, New York, 
and J. William Bryan, in charge of pro- 
motion of baby bonds for the Treasury 


Il, vice-president of 


Not a Nickel’s Worth— 


Not a nickel’s worth of car &4 or. 


Department, chat at the FAA meeting | begin frequency modulation br d- 
at Hot Springs, Va. casts on a commercial basis as_ on 
as they are able. Approxime ely 
a a ; 40 other applications are pen ng 
investigation of human relations, and will be acted upon shortly. 
many of our current problems Locations suthorized are: ms 
would not exist. It is now recog- — ’ , nil 
: - troit, Los Angeles, Baton Ro ge 
nized that employe morale is one , : Big 
: . Shae Salt Lake City, Chicago, Mt. W: sh- 
of the chief factors in the building ington. N. H. Milwaukee oe 
of good public relations. This is|\P8t0% %: fx. nce ae 
4 ° / York, Evansville, Bingham on 
particularly true of life insurance. Seocktvn Columbus and Schenes. 
Unless the insurance salesman has tady aad ” 
a sense of importance and unless he : : 
knows that the company is moti- 3 The — had previously alloc; ed 
vated by public interest, he can tage . ed <a p~ and today's 
f : : action was the last step neces. ary 
eae tess cutis ane for before commercial broadcasts c¢: uld 
“We in the insurance field know begin. 
something of the research effort 
which goes into life insurance, Manasha Ups Broeren 
something of the study which has| Frank L. Broeren, for the past 
made possible liberalization of our | nine years in charge of jobber sales 
policies, something of the value to|for the Menasha Products Com- 
'public health of our educational en Fm wang Be oa My en 
‘campaigns, something of the bul- |" - a 
: : ; pany. A. W. Stompe and Donald 
wark to the nation provided by life | 4 plier, both of Meena, is. 
insurance assets. will assist Mr. Broeren as _ sales 
managers of the two major divisions 
Must Lead Public of the company. 
| “Study of public attitudes can | won. a . 
|help us to make greater strides to- Times Names Jenkins 
| ward our goal. It isn’t enough that| Harry Jenkins, for the past four 
the average family has $3,750 in life | years in the retail advertising de- 
insurance. Changing times and partment, has been named retail 


truck (_% advertising — not a nickel | 


| 
| 
| 
| 


| 


on equipment . or production ma- 
chinery 4! — not a nickel on rings, 
GZ valves 4A or parts for major 
engine ¢“*}, repairs. They will come later. 
Still, The Super Service Station magazine 
&) gained 1291, pages ¢W) in ten months (=D 


of 1940. The greatest gain [| in the field. 


And all automotive 4-3 after-market adver- 


oa 
“2 tising because these readers Qi 


dominate retail sales $@ to car owners. 


| 


Tue Irnvinc-Citoup PUBLISHING Co. 


Publishers of Jobber Topics and The Super Service Station 
NEW YORK e CHICAGO e 


NO. 1 OF A SERIES 
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shifting thought demand that we 
keep ahead of public need and sen- 
timent. And this can be done by 
applying the lesson of the industrial 


advertising manager of the 


York Times, succeeding Howard D 


Stewart, who resigned to be: 


the publisher of a new monthly 
| Magazine. 


New 


me 


IN ADDITION TO 20,523 PRESIDENTS, DUN’S 


REACHES 


4,152 


OWNERS AND PARTNERS; 15 


MEN; 2,089 VICE-PRESIDENTS; 2,122 TREASURI 


SECRETARIES, ETC. 


AVERAGE TOTAL EDITI 
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q- 


er. When you 
And it puts 
les and even 


r. The more the merr 
ome and get it. 
‘king the ais 


° Agreed. Mr. Manage 
have what people want, they ¢ 
glory in your heart to see them pat 
hanging from the lighting fixtures. 


° Satisfied custon 


yers mean euccess—for 4 store or a magar 
“em away and we 


zine. You wouldn't dream of turning 


wouldn't either. 


“One can 
never have too 
many custo 
stomers ; 
Ss Mr. Whipple!” 


t one million EXTRA cus- 


is delighted tha 
up of their ow" {re 


ugh to pro’ ide 6 
nent stores 


Journal advertisers 
amilies: Because 
| from 2\/, to 


e The Journal 

tomers are stepping ve will to buy the 
Journal currently. ( Eno 
accounts for each of the leading depart! 
United States. ) And that it jan't costing 
an extra penny to reach this exTRA million { 
ars Journal circulation 
ase in adve 


90 new customer- 
in these 


in six ye 
31, million, with no mere 
¢ the Journal at ne 
Number of 
first 10 months of 


rtising rates- 


westands have i 
eubseribers. 


e Sales of copies ° 


creased 1550 during this 


up 32%. No wonder advert 
1940 has ‘nereased by half a million dollars! 


period. 
ising for the 


i] . ~ 
. 1 J J a 
e E 


a 1 1 3.000 w 
omen bu 
ying the J 
Journal 


because the 


y like i 
® eit. Because they like it 
‘ >t 


1.000.000 
Bonus Circulation 
for Advertisers 


© Me 


" 7 — panera a - —_ 7 - ‘ 3 i 
: = 
| ¥ 
1 <i 
| . 
| x ey 
| wc 
ne i 
4. i 
“a a 
ly - ; 
ng “a 4 
. | | - 
ge, } a3 
" | | | : 
= a | “ee 
Ce . 
y's saa” 
ry "a 
ild | ay 
| \ a 
| 4. D> / > \ al 
; cs | ca) Ry7/ re) . 
of | @> GSK el Sees he o> ; 
les / m— ‘ ~ a il \ 
m- , ie p I \— @ j . ‘ “ % ~ Be ws , f 
een 7 W Ww — = \ ® ‘, 5s 
m STN GS PNT SV a 
oe rr / [vA N _ » gt o. 
a ~) ( / Sn) — — 
bs if q I | NY es : “SF vg 
1our . r 
| a al if 
dD i. 
ae VA | / Cc \ be at 
ithly / l }} | 2 : 
} / 0 
| | L/ . 
: 
pe * 
ee lS A BUY! %, 
G, yA 
- Y. Nh [| 


ute crisis will occur if and when|and Lucky Strike (Kay Kyser).|Spokesmen assert that the facilities 
| ASCAP music vanishes from the air|The latter last night introduced of BMI are being used extensively 
Activity in| over NBC “Lucky Strike Time,” a|>Y the advertising field. 


Revise Themes as As an indication of what may be 


S we mas § et as the — . speci ri | : 
thi: direction was spurred = AS new BMI song especially written | nected after Jan. 1, officials of 
rea ears music battle of the century sped on | for this purpose. The new theme | Barr ily taeda ae Gee Oe 
toward its finale, with neither of the | will also replace “Happy Days” on periences of radio stations in the 


NOW HERE! . . The mew, safe 
and speedier alhalizer for the 


relief of acid indigestion, sour 


* ‘et R ahd _ 
6 ADVERTISING AGE November 4, 1949 
ao . . agencies this week accelerated their | initial plunge, most prominent | evidence that agencies and adver- TESTING 
ee Radio Advertisers efforts to revamp radio programs|among them being Texaco (Fred |tisers are throwing in their lot with ee 
a in such a manner that no last-min- | Allen), Lipton’s Tea (Helen Hayes), the radio industry. Broadcasting 7 
| | 
| 
| 


waves 61 days hence. 


ee ee ee ee 


and gassy stomach .. . 

protagonists seemingly willing to|the sponsor’s program broadcast |yjiqwest and West which have al- we 

15 Network Shows to budge an inch. over CBS. Several of Procter &|ready dropped ASCAP music from SSsSaewe— Pete gee 
By mid-November, it was learned |Gamble’s daytime serials are alsO| their schedules. Neither Crossley eonseers pie 

Make Change-over bY | today, at least 15 sponsored network | scheduled for theme song revision.| ratings nor audience response is —<- Mika: 
Nov. 15 programs will have undergone a Lifebuoy has done likewise. | said to have suffered adversely. ree num, sare, soeeeten Albaligas « : 

a _ theme song revision, with existing)! Although theme songs have thus|BMI also recalled the Warner —— 
(For additional news on the music 


ASCAP tunes replaced either by |far drawn most attention, Lucky | Brothers tiff in 1936, when all music 
situation see Page 34.) | new songs outside the ASCAP camp | Strike is experimenting with non-/|from this catalog—including the 
New York, Oct. 31.—Without|or by new arrangements of songs;ASCAP music as the meat of its| works of such authors as Gershwin, 
fanfare and evincing little desire to|in the public domain. Several ad-| programs proper. This action is | Cole Porter, Moss & Hart, Friml 
discuss their moves, advertisers and |vertisers have already taken this|cited by broadcasters as tangible|and Romberg—was removed from 


Pine Brothers has introduced this ew 
alkalizer, which, like its cough drop j; 
being distributed through Life S 
salesmen. Test copy totaling 5,000 «es 
is running in Bridgeport, Hartford, ow 
Haven, Waterbury, New London, S -. 
ford and New Britain. McKee & Alb: ht, 
Philadelphia, is the agency. 


the air without perceptible effe: on 
listener following. 

Since April 1, BMI repo ed, 
ASCAP music on sustaining  ro- 
grams has dropped from 80 t 25 
per cent, while on sponsored s! ws 
the ratio has fallen off from "to 
36 per cent. The transition ’m 
ASCAP to non-ASCAP can be 
made successfully and is being ac- 
/complished at the present | me, 
| BMI spokesmen asserted. 


| How BMI Stations Line U; 


| At this writing stations re re- 
senting 85 per cent of the total : idio 
|dollar volume are members of ! MI 
Membership according to power is 
as follows: 90 per cent of all sta- 
tions of 5,000 watts or over; 70 per 
cent of 1,000 to 5,000 watters; 55 per 
cent of 500 to 1,000 watters; and 40 
|per cent of 100 to 250-watt stations, 

In continuing to hammer away at 
|ASCAP’s music “monopoly,” IMI 
|also assailed the alleged unfairness 
\of the society’s policy in compen- 
|sating writers. According to BMI, 
|favoritism is shown to members of 
the ASCAP board of directors and 
non-members of the board as well 
as new talent find it difficult 
|collect their due. 
| BMI disclosed that its writers will 
|be paid, beginning Jan. 1, at the 
|rate of one cent per station per per- 
‘formance. A checking system has 
|been devised to record the number 
of performances. 

For its part, ASCAP continued 
its publicity barrage, dwelling 
chiefly on the theme that the radio 
industry seeks to deprive listeners 
‘of music beloved by all Americ 

Unless unforseen developments 
occur between now and New Year's 
Day a new era in radio will begin 
with 1941. The present interlude 
|/may well go down in advertising 
history-—to coin a phrase—as the 
“broadcasters’ ASCAPade.” 


| 

Preview Truck Film 

| “Singing Wheels,” a new institu- 
| tional film, was previewed in Wash- 
|}ington Oct. 29 by the motor truck 
|committee of the Automobile Man- 
|ufacturers Association. The sound 
| picture dramatizes the uses of truck 
transportation in civilian life as we: 
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HE MIGHT BE ABLE TO CATCH UP WITH YOUR 
PROSPECTS AMONG CONTRACTOR- BUILDERS 


... BUT he hasn't, and he can’t. 


Second, builders are too busy—and — when his prospect is making a quick 


That’s no criticism of your sales- 


i da ogi 


‘qi 


man. He can’t catch up to them for 
several reasons. First, there are too 
many of them. Sales managers are 


right now revising upward their 


ideas about the number of con- 


tractor-builders. 


Since the recent study of the De- 
partment of Labor, showing that 
there are more than 70,000 builders 
of only single-family houses in the 


country, there has been a new con- 


ception of the tremendous number 


of active contractors there are. 


So your salesman, no matter how 
many of him you have, just can't 


get around to seeing them. 


Publishers 


also of BUILDING SUPPLY NEWS and BSN 


that’s to be taken literally. No sales- 
man can make a sales presentation 
when his prospect is up on a roof, 
down in an excavation, or supervis- 
ing any of the thousand-and-one 


things that go to make a building. 


What chance has your. salesman 
=. ake OS 

— SERVING 70000 

_ BUILDING EXPERTS a 

im ) 

a a 


DEALERS’ 


‘all at his dealer’s yard for material 
—and even as he drives to the yard 
is co-ordinating in his mind the jobs 
he has running and the prospects he 
has to call on during the day, or that 


evening, or Saturday, or Sunday / 


In 1941, let Practical Builder help 
you sell the man who makes up the 
owner's mind. Not only will you 


gain contractor acceptance — you 
will keep your dealers’ salesmen on 
toes. 
that 
‘eading vour sales message in Prac 
reading your sales message in Prac- 


tical Builder! 


their Because they'll soon 


know contractor-builders are 


Phone or write Practical Builder, 
59 KE. Van Buren St., Chicago, Il. 


CATALOG—24th Year 


as in the current national defense 


program. 
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1 
haw y 
TIME carried more 
advertising pages for the 


8 first six months of 1940 than 


ny other magazine except 


a 
the Saturday Evening Post. | 


TIME was 5*among | 


all magazines in 
advertising dollars for 


the first six months of 1940. | 


\ For the \Z months ending 
May |, TIME’s estimated 


| renewal rate on full-year 
subscriptions is 13%--its 
conversion rate on trials 27% 


For the first half of 1940, 
Tl 


ME's newsstand 
circulation is up 36.4% 
ey, period. 


0 


———a——— 


» has 


stitu- 


ee 


O, the circulation 
of TIME is higher than 


<x for any other Jan-June 


| period in its history. | 


we 
NV \' ’ lin 
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& For the first six months 
ret | of 14 
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Vitamins Held . 
Food Products 
by Jersey Court 


Paterson, N. J., Oct. 30.—A long 
fight of the New Jersey Board of 
Pharmacy to confine distribution of | 
vitamin products to drug channels 
received a sharp set-back here when 
Common Pleas Judge Davidson 
ruled that such commodities are 
“essentially food products” rather 
than drugs or medicines, hence 
are not affected by pharmaceutical | 
laws. 

His decision came after 17 months 
of litigation during which the 
Board of Pharmacy sought to pre- 
vent the Quackenbush Company, 


/as to whether or not an appeal will 


Paterson department store, from | 


selling vitamin products. John F. | 
Bruther, assistant state attorney 
general, representing the board, 


contended that vitamin lines are 
drugs or medicines and that their 
sales should be restricted to drug 
stores under proper supervision. 
No announcement has been made 


Crossley Aims af 
Cutting ‘Undecided’ 


be taken. In view of the impor-| 
tance of the issue, it is believed, 
however, that the Board of Phar- 
macy is certain to seek a reversal. 


Chain Names Fairfax 


Chock Full O’ Nuts Company, 
New York restaurant chain, has ap- 
pointed H. W. Fairfax Advertising 
Agency, New York, to handle its 
account. 


Votes in Poll 


| 


| 


segment of the electorate has been 
the chief headache in all polls this 
year, Mr. Crossley disclosed that his 
investigators are following a pro- 
cedure that is designed to cut down 
this factor to the greatest possible 
degree. The technique also serves 
to highlight important trends that 
materialized during the days imme- 
diately preceding the latest sam- 


New York, Oct. 31.—The market ‘pling. 


researcher’s ceaseless quest for new | 


Whenever the citizen interviewed 


and improved techniques that will | indicates he has not yet reached a 
ferret out or eliminate unknown | decision on his presidential choice, 
factors was emphasized here today the Crossley investigator asks him 
by Archibald M. Crossley, whose | to answer a few questions set down 
presidential poll is currently being | on a card, one of which deals with 


featured in 30 of the country’s lead- 


|ing newspapers. 


Pointing out that the “undecided” |sumes the characteristic of a 


his “probable” vote. The card is 
then sealed in an envelope and as- 
“se- 


Maine Central Roilroad Co. 
Portiand Terminal Co. 
Boston & Maine Railroad 
The Boston Terminal Co. 
Worcester Street Railway Co. 


The rich outer circles 
where commuter is king 


The great suburban markets of our big cities are hard to reach 


The 
home 
more g 


the best 
de@iphia, anc 


ke mn 


the count 
racious 


through railroad adve 


affectively by ordinary means. Théy are so far-flung, so small 
individually, so important cojfectively. ¢ Yet you can reach 
burban markets’of New York, Boston, Philc 


people of the/suburbs are the commuters. Their 
because they want broader or 
ving. Thgir work is in the cities because there 
lies opportunity.\What/ commuters want determines what 
their communities byy,/and profoundly influences the buying 


in the big cities to which they commute. 


Now these compiutets travel a fixed path twice daily ex- 


can te 


The New York New Haven and Hartford Railrood Co. 


The Long Island Railroad Company 


The Pennsylvania Railroad Company 


The Pennsylvania and Atlantic Railroad Company 
Philadelphia & Camden Ferry Co. 
The Pennsylvania-Reading Seashore Lines 


TRANSIT 


like pe 


ADVER 


local railroad/stations 


and other media in their 
community lives. 


children who commut 


everyone else, for 


SERS, INC. 


cept Sundays. That path begins and ends for them at their 
ich are usually at the traffic and 
commercigl foci of their home towns. Along that path you 


hem your story, sell them your wares. Carcards in 


gris on a string. 


thears they ride in. Posters at the stations en route. Posters 
ome stations—the nuclei of their 


¢ You reach the father who commutes to business, the mother 
who drives him, taxi-fashion, to and from the station, the 
to school. In short, you reach the 
royal families of the great suburban markets. Also you reach 
ery suburbanite visits the station and, 
more or less freqyently, rides on the trains. 


The suburbgf markets of these great cities are typical of 


the many mGrkets we can offer— markets on the railroads 


30 ROCKEFELLER PLAZA 


NEW YORK 


— 


BEARDING THE LION 


Good News 
for New Jersey 


Beech-Nut steps right into the bailiv -& 
of the giant of the soup industry » ‘4 
this copy in New Jersey newspaper: 


'cret” ballot. This technique iS 
|materially cut down the number of 
\“undecided” votes tabulated. ‘he 
/number of “undecided” votes is aso 
substantially reduced by call-backs 
|}a few days after the investigat: \’s 
initial visit. 
Changes Checked 


In order to detect last-minute 
‘trends, voters are also asked how 
recently they have made up their 
minds. Between four and five per 
cent reached a decision during th 
week preceding the latest poll. 
About 81 per cent of the voters 
|reached their decisions early in the 
campaign, Mr. Crossley believes 
pointing out that strong feelings in 
both political camps have charac- 
| terized this campaign, and “people 
| with intense feeling do not change 
| their opinions readily.” 
| Crossley researchers are now 
using all available data from the 
1940 census as a basis for their 
| sampling. Although the last over- 
/all report will be published in Sun- 
'day’s newspapers, supplementary 
;comments will probably be carried 
as late as Monday and Tuesday 

The last-minute trend notation 
indicated a swing toward Willkie 
in the last Crossley report, but the 
pendulum is expected to return, at 
least partially, in the President's 
direction as a result of his New 
England appearances and late ad- 
dresses. 

Last available Crossley figures 
show Roosevelt 52 per cent; Willkie 
48 per cent. 


FCC Kayoes Loughran 


Tommy Loughran, former world 
light heavyweight boxing champion, 
went down for the count when the 
Federal Communications Commis- 
sion landed a haymaker, calling 
Loughran’s claims for his physical 
culture courses in Philadelphi: 
aggerated and misleading. Lough- 
ran’s advertising said his courses 
would give students big muscles and 
would make them paragons of 
strength. 


Curtiss Adds Two 

Waco Aircraft Company, Troy, U. 
has appointed Spencer W. Curtiss, 
Inc., Indianapolis, to handle it» aa- 
vertising. Trade papers and ect 
mail will be used. Brunker, . ones 
& Page, consulting engineer or .an- 
zation, Chicago, has appointe: 
same agency. Direct mail w | be 
used at present. 


Mrs. Vincent in New Job 
Zola Vincent, formerly dire: of 
consumer relations of the A 
ated Grocery Manufacture 
America, has been appointe ; 
editor of the New York Jour & 
American. Her column will r 


daily on the woman’s page 
Vincent is a winner of the Jos ine 
Snapp Award for outst ng 
achievement in advertising 
— 
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ays 


The world is full of one-shot tennis 
pla ers—players with cannon-ball ser- 
Vics, or lethal forehands, or miracle 
ba khands. These one-shot players 
often win tournaments, go far. But 


they never become great champions. 
Yo. have to have all the shots, be 


The man with th 
Miracle Backhan 


good in al/ departments, to do that. 

The same applies to advertising 
agencies. An agency outstanding in 
copy, or art, or radio, or merchandis- 
ing, often goes far. But the really great 
agencies must have everything, must 
be outstanding in al/ departments. 
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Young & Rubicam, Inc. 
ADVERTISING 


NEW YORK + CHICAGO -. DETROIT 
HOLLYWOOD - MONTREAL - TORONTO 
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1940 U. S. Income 
Up $2,900,000,000 
from Last Year 


Washington, D. C., Oct. 30.—The 
dollar income of the American peo- 
ple during the first three quarters 
of 1940 was approximately $2,900,- 
000,000 higher than in the corre- 
sponding period of 1939, according 
to Secretary of Commerce Jesse H. 
Jones. Income payments through 
September aggregated $53,962,000,- 


000, against $51,068,000,000 for the 
first nine months of 1939. 
During the third quarter of the 


year income was disbursed at an an- 
nual rate in excess of $74,000,000,- 


000, the Department reported. In 
1939 the total for the year was 
$70,000,000,000. As the heavy flow 
of new business and unusually 


large backlogs of unfilled orders as- 
sure continued expansion of busi- 
ness in the fourth quarter of this 
year, income payments for 1940— 
estmmated in excess of $74,000,000,- 


000—will be substantially higher 
than in any year since 1930 when 
they were $74,500,000,000. 

As the cost of living is consider- 
ably lower this year than in 1930— 
about 15 per cent—the aggregate of 
income payments this year repre- 
sents a much larger volume of 
purchasing power than in. that 
earlier year, the Department said. 
In per capita terms, the purchasing 
power also was larger than in 1930, 
since the population increase over 
this period was about 7 per cent. 


Allegheny to Sedgwick 
Allegheny Steel & Brass Corpora- 
tion, Chicago, has appointed Ed- 
ward L. Sedgwick Company, Chi- 
cago, to handle its advertising. 
Electrical and lamp _ publications 
will be used. 


Morris Joins Compton 

Seymour Morris, formerly with 
Benton & Bowles, New York, has 
been appointed an account execu- 
tive with Compton Advertising, 
New York. 


ATTEND 4 A'S MEET 


Fairfax Cone and Don Belding, of the 

San Francisco and Los Angeles offices of 

Lord & Thomas, talk things over at the 
Pacific Council Four A's meeting. 


Overcoats to Freund 

Jacob Siegel Company, Philadel- 
phia, has appointed Morton Freund, 
New York, to handle advertising of 
its Alpacuna overcoats. 


DONT COVER THE LEOPARD! 


Neither can any combination of smaller stations cover 
the Cleveland National Spot market as completely 
and densely as WTAM. Here are the reasons why: 


1. In Metropolitan Cleveland 


*WTAM has almost as many listeners as all other 
Cleveland Stations combined « « « « 


2. In the Urban Centers 


*tTen times as many people “listen most” to WTAM 
as to any combination of Stations in the area 


3. In the Rural Areas 


t*Six times as many people “listen most” to WTAM 
as to any combination of Stations in the area 


Yet, you can BUY WTAM at about half the cost 
of any combination of stations in the area. 


*Based 


March. June 


*+NBC Personal Call Urban Su 


+* NBC Rural Post Card Survey | 


© ile 
ea nats & 


on four independent coincidental 
1938, January 1939 and April 194( 


19090 
rvey 1938 
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Six Footes Find 
Friend (and Shoes) 
at Adler Stores 


New York, Oct. 30.—Men six 
feet tall or more, who have been 
blasphemed for ages past with such 
monickers as “High Pockets,” 
“Shorty,” etc., and who have 
dragged their gangling frames 
through life suffering the ignomi- 
nies of short sleeves, short pants 
legs, short beds and various other 
discomforts, are coming into their 
own with a news bulletin and 
everything. The helping hand is 
being extended by the Adler chain 
of 20 stores in metropolitan New 
York and the publication, to be dis- 
tributed by the Adler stores, is 
called the “Six-Footers’ Club News 
Bulletin.” 

The Adler stores, which achieved 
a substantial sales success with a 
promotion campaign for their Ad- 
ler “Elevator” shoes for men of 
short and medium stature, now 
have launched a drive aimed at men 
at the other extreme to promote 
the sale of Adler “Longfellow” 
shoes. The first advertisement, a 
320-line insertion in a New York 
newspaper, headlined “An Open | 
Letter—to manufacturers of vari- 
ous kinds of merchandise for men | 
who are 6 ft. TALL (and over).” 

Copy pointed out that a “Six- 
Footers’ Club” has been organized 
for the purpose of encouraging 
manufacturers, designers,  archi- 
tects, etc., to give proper considera- 
tion to six-footers so that they will 
not have to put up with discomforts 


or have difficulty in procuring 
clothing, etc., in their correct size 
and properly proportioned. Manu- 
facturers were invited to send in 
newsworthy items for use in the 
publication. 

As an example of the kind of 


items desired the advertisement 
then outlined the advantages of the 
Adler “Longfellow” shoes. Later 
copy in two New York newspapers 
gives greater consideration to the 
shoes themselves. Raymond Levy 
Organization, New York, is han- 
dling the campaign for “Longfel- 
lows” as well as the local and na- 
tional campaigns for “Elevators” 
and other advertising for the Ad- 
ler Shoe Stores. 


Ingersoll Named Head 
of Milton Bradley Co. 


Robert N. Ingersoll, vice-presi- 
dent of the Milton Bradley Com- 
pany, Springfield, Mass., has been 
named executive vice-president and 
general manager and will be active 
operating head, succeeding Rem- 
ington A. Clark, who became presi- 
dent, general manager and director 
three years ago when he succeeded 
his father, the late E. O. Clark. 

Roy Davey, former head of the 
radio division of the American 
Bosch Corporation and former man- 
ager of the truck division of the 
Packard Motor Car Company, has 
been appointed general sales man- 
ager, a position which also had been 
handled by Remington Clark. 


Air Express Promoted 
by Railway Agency 

The speed and economy of air 
express is being promoted via news- 
papers and radio by the Railway 
Express Agency. During November 
and December space will be taken 
in newspapers of 157 off-airline 
cities and 60 leading airport cities. 
During the same period 60 radio 
stations will be used with one-min- 


ute shows featuring air and rail 
express. 
Caples Company, New York, is 


the agency in charge. 


Hulburd to Victor 


Fred G. Hulburd, assistant to the 
sales manager of the Nash-Kelvin- 
ator Corporation, Detroit, has been 
named director of advertising and 
sales promotion of the Victor Add- 
ing Machine Company, Chicago, 
succeeding Knox Armstrong, who 
resigned Oct. 1 


Supreme Bakery Appoints 

Supreme Bakery Company has 
appointed Sidney Garfinkel Adver- 
tising Agency, Los Angeles, to han- 
dle its advertising jointly with the 
Olian Advertising Company, St. 
Louis. 


— 


AT COAST MEETING 


Donald M. Hobart, Curtis 
Company, a speaker at the Pacific C oun. 
cil of the Four A's meeting in Del Mente, 
Cal., with William H. Horsley, presi ent 


Publi ing 


of the Pacific National Advert ing 
Agency, Seattle, and new chairmar of 
the council. 


Large Size Promotion 

of Drug Chains Jan. 17-27 
The third annual “large size”’ pro- 

motion of chain drug stores, pre- 

viously held in March, this yea: 

will be Jan. 17-27, according t 

Chain Store Age, sponsor. Free dis- 

play material, featuring the Scots- 

man as the symbol of thrift 

be distributed to participating 


stores, estimated at a minimum of 
3,500. 
Brand names of _participsating 


manufacturers will be imprinted or 
pennants, window strips and pric 
cards. There also will be windoy 
cards, streamers and sets of figures 


for changing prices on imprinted 
material. Pocket size tables wil 
be supplied, listing participating 


brands and amounts of savings o1 


each. A counter piece, the “magi 
slate,” will enable sales people t 
demonstrate the savings on larg 
sizes. 


Schrank Names Korn 

M. C. Schrank Company, Bridge- 
ton, N. J., has appointed J. M. Kor 
& Co., Philadelphia, to direct ad- 
vertising of its slips and pajamas 
Magazines and business papers wi! 
be used. The agency has also beer 
appointed by Metropolitan Persona 
Loan Corporation, New York. News- 
papers and radio will be used 


To Concord Agency 


Better 


Schools, official publica- 
tion of the New York Teachers Al- 
liance, has appointed Concord 


Advertising, New York, as adver: 
tising representative. 


SELL with 
SMALL ans. 
soca COPY... 
ana a PLAN! 


There’s magic in SMALL | 
cost ads when you use graod 
good ropy because you ! 
publish them OFTEN. CO!) 
and CONTINUITY 
two most important things in 
advertising and NOTHI 
else in selling. in adverti<in¢ 
can equal those two beautif 

If you'll use us. you can h 
them BOTH. You ean us 
impacts of many ads. the | 
~Uasiveness of good copy. 1 
opinions and pret 
ences and unquestioning | 
udices for the thing- 

YOU sell . es you 
GOVERN what buyers th 


oJ ’ ‘ ’ 
OREN ARBOGUST 
ADVERTISING 
Thirty N. Michigan Av« 
CHICAGO 


ure 


create 


Tes s . z - i o ee Ne fie, eke ‘ ee eee ee 2M ug : ee x ; Page gh ted af 3 aa 
“hues » ede ee ; : 2 Keo » on : < Jem oa A 2 ee we 4 : Po a eee oe 2 ar renee weeny aa qgkos te ie : ee” 
‘ - Se P 
a a 
. PC ee 
| ee ee = | 
tes «¢ \ ‘ . 
— eo se 4%, mre b=) ‘ 
se 7 “ . o 5 Fe oe s i \ ~ a | 
a  S eare “SAS ’ | 
ea. ine —— =. ae ae a 
wes . ‘ ees ON a - : tie : aie: ed pie . 
ae |; Ss 7 s | 4 e | : | 
= gee oo vets 
pit ae -« aa 3 > a 
ae er Be Ge gy 5) A q 4 By 
a ii , Crea a a 4 
. a \ CH er Cl 
il “ae ° LS a0 
-. Bn . j. 
ie ow *Z we, tres 4 ™~ 
, : q S or a ve ree 
| ” o£ ea \ —— 
| a aay eA = Ne 
Bl a i= 2~7,@# # >”... ® a oa 
iy | gts fs GZ; ) ‘ «ea 
* . ; a Z - 
fs aX Ses —— ss = 
: OS SP 8) ae pt ne 
- ee: ce ke 
. ; seal r : “ ‘ , : - - ae 
ein) Z 
=i 
a ee 
. ee 
ee 
es 
ES Cle Vey 
“< WATT AND 
i = N 1070 Kp 
4 Represented Nationally by { @ /- 
4 ee ! ee z . . >, ; % ‘ ” eee: he ee eh ee os ei oe ee i . : 7 : ai 
Sy LPN e eek, hg, Soe © ay. Gare as OS ot ey ee gen 
te REL O aoc pee: FE gin, ee not 2 og Bia Py ee 


te age Ta pe Poo ae Gert 
é - tm: 


0 
Honey... 
24 or thereabouts, with her husband 
a couple of years older... married 
when she was 21 ... one child or 
maybe two. 

A good secretary before she was 
married ...a smart housewife now, 
who takes her housekeeping in her 
stride, but doesn’t let it walk all 
over her. 

Having the time of her life... 
ing with time left over for bridge, the 

movies, downtown shopping. Knows. 
pe that 2 years is enough for any car 
ing and helps her husband pick the new 
of one. 

Keeps up with THE BEST in fiction, 

— fact and new products through 
Cosmopolitan. 
7 
re- 
lis ~ 
ing v 
a ’ 
a 
1O- = 
ted 
vil Gj 'Y eee 4 
ting 3 
= Remembers her first grapefruit and still thinks ae e. 
iy telegrams always mean bad news. ' a 
a Edging up to 50...and wishes she dared dye —_ A 
her hair. 
Before her three children were married she 
was forever phoning the grocer and the butcher : 
and there were never any left-overs. 7 * 
‘idge- Now the refrigerator is dotted with a bit of * 
Kort this and a dab of that...and she ransacks the a 
t ad- service magazines for new ways to fool her hus- 
ayer band...when he comes up to supper after 
* tend tinkering with the old car that he hopes will . ; 
rsona last another 5000 miles. 
Aha COhanama : 
1Hllca- 
rs Al- 65...happy on the surface, lonely at heart. 
— Gone are the days of 3-rib roasts, strawberry shortcake, a pan full of hot biscuits, 
and six for dinner. Tea for two is a banquet. 
Would like to travel, but has to take it out in looking at the pictures. Used to read 
advice to the lovelorn, but now revels in soap operas. 
Grandpa gave up driving when the state inspectors tipped the black spot to the 
old Model T. 
‘ Both somewhat confused with today’s tempo... think the golden era went out with 
The Big Stick, the hitching post and the horse trough. 
. 
l . 
| 
~ THESE THREE WOMEN are all family purchasing in your dealers’ neighborhoods will spend a lot of 
pty 
i agents, but Honey is your best customer. Honey, be- their money for your products and your services. 
| i 
fuls cause she has more buying years ahead of her, and ; ; 
ae What Honey sees advertised in Cosmopolitan is what 
eal because her husband has more earning years ahead ; 
aie she asks for first. What you advertise in Cosmopolitan 
- of him, will spend $75,000 before she passes out of ; 
tee’ is what you can sell her most easily and most profit- 


Barz the buying picture. ‘ 
ably. To make Honey’s business your business, use 


For themselves and their growing families the Honeys Cosmopolitan early and often. 
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Forward March of Advertising 


In spite of the gloomy picture 
which can be painted in terms of a 


country operating on a total war or | 


defense basis, American advertisers 
do not intend to reduce or restrict 
their advertising in any way dur- 
ing 1941. On the contrary, they are 
planning definite expansions of 
sales and advertising efforts to take 
advantage of the sales increases 
which the defense program assures. 
The expenditure of five billions or 
more for armament purposes dur- 
ing the next twelvemonth will in- 
crease employment and wages, and 
will offer opportunities to manu- 
facturers and merchants who plan 
to make the most of them. 

It is of course true that if a na- 
tion devotes its entire facilities to 
military preparedness, it must ordi- 
narily expect to reduce its stand- 
ards of living to absorb the extra 
costs. But America has had sur- 
plus manufacturing capacity, sur- 
plus labor and surplus commodities, 
all waiting to be made use of. It 
would be a healthier situation, from 
the long-range viewpoint, if all of 
these unused facilities had been de- 
manded by an economy expanding 
under the stimulus of peace-time 
activities, but certainly we have the 
materials, the men, the machines 
and the credit with which to add 
defense production without serious 
interference with ordinary domestic 
needs. 

That is why 56 per cent of the 
members of the Association of Na- 
tional Advertisers, reporting 
through President Paul B. West at 


Public Opinion Polls 


Dr. George Gallup, who has been 
in the national limelight for several 
years as the result of his successful 
polls of public opinion, admits that 
he has been getting a_ kicking 
around recently from several quar- 
ters because of the way in which 
shifting political sentiment has been 
recorded in his polls. First the Re- 
publicans protested because Roose- 
velt was given an edge, and then 
the Democrats saw red when their 
favorite candidate appeared to be 
slipping fast in the popular esteem. 
Mr. Ickes even went so far as to 
propose that polls of public opinion 
be prohibited by law, a typical Ickes 
solution of a public question. 

Because we have faith in the 
techniques with which American 
business is solving its market re- 
search problems, and because these 
techniques have been employed in 
large measure in the polling opera- 


tions, we do not see how Dr. Gallup | 


and those using similar approved 


methods can be kicked around very 


successfully on the basis of the 
pe fs is 
Be Sh 
a % 


|the White Sulphur convention, in- 
dicated expanding advertising pro- 
grams for next year, while only 6 
per cent predicted a_ reduction. 
And as Col. Willard Chevalier, pub- 
lisher of Business Week, pointed out 
in closing the convention, the main- 
tenance of morale among the work- 
ers, whose labors will make suc- 
cessful completion of the defense 
program possible, demands giving 
them the opportunity to spend the 
increased funds which are coming 
into their hands. Thus so-called 
luxury goods, such as cosmetics and 
silk stockings, may be just as im- 
portant a part of our production as 
guns and tanks. 

Even if pressure for increased 
production for defense needs made 
it difficult for some manufacturers 
to continue to supply their normal 
markets completely, it would be a 
big mistake to cut the line of com- 


munication with those markets. 
People who buy may easily forget 
familiar brands and accustomed 


sources of supply, and the producer 
who is looking further ahead than 
today’s order-books knows that ad- 
vertising can keep his customer 
relations in good order during the 
temporary experience of not being 
able fully to satisfy their demands 
for his goods. 

Advertising will thus play a big 
part in maintaining and strength- 
ening the morale of the public and 
the good will of business during a 
period of unusual urgency in the 
production of national defense re- 
quirements. 


jfinal returns. The whole problem, 
of course, is one of correct sampling, 
and this is so well recognized by the 
public opinion-recorders that every 
group, representing all age, income, 
geographical, social and educational 
strata, has been given its proper 
representation in the distribution of 
|expressed opinions. 

The Gallup poll and other ac- 
cepted measures of popular opinion 
have an admitted possible error of 
4 per cent, and in a race as close 
as the current presidential contest, 
that margin might easily cover the 
difference between the votes for the 
leading candidates. Hence regard- 
less of the final tabulation, unless 
there is a victory of landslide pro- 
portions in the popular vote—as 
distinguished from an electoral vote | 
based on a much smaller plurality 
—the polls will have been found | 
|to reflect accurately the state of | 
|public opinion at the time when | 
ithey were taken. And that, of 
course, is all they are intended to 
indicate. | 
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“It's about time you people restored the two-cent postal rate!" 


Ad-libbing 


Telling the Stockholders ;company is operating satisfactorily, 
Last year James F. Bell, General ‘and no vital management or owner- 
Mills board chairman, introduced | ship problems are on the horizon. 
the unique practice of holding half |The company will know more about 
a dozen informal meetings with/|this when its present series is com- 
stockholders in various sections of | pleted. 
the country, for the purpose of ac- Mr. Bell conducts all the meetings 
quainting them with the work of personally, and is usually accom- 
the company, its policies, its man-| panied by one or two management 


agement, and its products. The in-| officials who are available to answer 
novation was deemed _ successful questions and supply specific de- 
enough to warrant the same sort of tails 


traveling meeting this year, with 
the series getting under way in San 
Francisco Oct. 23, and moving east- 
ward until the seventh and last 
meeting is held in New York 
Nov. 19. 

In general, the procedure at these 


And speaking of details, the 
answer to what mass advertising 
|and mass production does to prices 
was supplied to your correspondent 
by Gordon C. Ballhorn, comptroller 
‘of the company, who pointed out 
informal gatherings, attended by | that the retail price of Wheaties has 
stockholder groups ranging from | dropped consistently year by year 
fewer than 100 to several hundred,| as advertising has increased vol- 


will be the same this year as last,| ume. In 1930, he said, the average 
with one notable exception. Last|retail price of Wheaties was 15 
year Mr. Bell felt that his meet-|cents. By 1938 the average over- 


the-counter price had dropped to 
12.1 cents, by 1939 to 11.9 cents, and 
this year it has been 11.6 cents. 

The 1940 price has been achieved, 
he says, not only in the face of 
higher ingredient and labor costs, 
but also in the face of constant im- 
provement in the product, such as 
its fortification with vitamins. Mr. 
Ballhorn, as you might suppose 
from his quotation of these figures, 
has surprisingly little trouble con- 
vincing stockholders and _ others 
that advertising does not add to the 
cost of a product. 


ings bogged down when financial 
statements, balance sheets, earnings, 
etc., came up for discussion, since 
many stockholders were not fa- 
miliar enough with accounting and 
financial procedure to follow the 
figures and grasp their meaning. 
So this year stockholders are 
viewing a sound movie which might 
be called an animated financial 
statement. The movie is called 
“The Year’s Work,” and it utilizes | 
straight photography, commenta- 
tors, newsreel and animated cartoon 
techniques to humanize the annual 
report and translate the cold, im- F 
personal figures of “sales,” “cost of Break for Agencies 
goods sold,” “depreciation,” “taxes,” Agencies in New York City and 
etc., into intelligible and easily- | elsewhere found cause for consider- 
understood terms which have some |able cheer in the announcement last 
relation to human values. |week that New York Subways Ad- 
The film is frankly an experi-|vertising Company has_ been 
ment; it isn’t perfect; in spots it |awarded the contract to take over 
gets a little draggy and repetitive, |all advertising privileges in the 
and it has been criticized once or|New York City transit system, 
twice by stockholders as too ele- | which includes all elevated, subway 
mentary in its approach. But it is | and surface advertising. 
an advance, and one for which The cause for cheer rested in the 
Chairman Bell and General Mills| inconspicuous statement by the new 
deserve considerable credit. |company that it will follow “a pol- 
General Mills has about 10,000 |icy of selling space for advertising 
stockholders, and considerably/|through recognized advertising 
fewer than 1 per cent of them have | agencies,” which means, in less 
ever been known to show up at the |fragile but more interesting lan- 
company’s annual meeting in Wil-| guage, that car and station card 
mington. But with the traveling | advertising in the New York transit 
meetings held on an informal basis, | system will hereafter be subject to 
the company last year managed to a 15 per cent agency commission for 
attract a total of about 1,500 to/|the first time. 
seven meetings last year, and hopes Advertisers, too, are reported to 
to do about as well with eight meet- | welcome the new deal in local 
ings this year. |transportation advertising, since 
Stockholders within reasonable |rates will not be increased, and 
distance of the cities in which the|many users of the medium incline 


meetings are scheduled are invited ‘to the belief that payment of com- | 


to attend, each getting a personal | missions will redound to their bene- 
invitation. This year just under/fit through the additional thought 
8,000 received invitations, and if|and attention which their agencies 
last year’s experience holds true, | will now be able to give it. 

about 30 per cent of these will come; New 
to the meeting. The West Coast |Company, 
meetings this year had somewhat|some months 
smaller attendance than last year, 
posing the question as to whether 
stockholders can be induced to at- 


which was 
ago, is 


itend year after year, as long as the | Wrigley Jr. Company. 


| 


York Subways Advertising | 
organized | living—as reflected in home, 
headed by | 
|Frank J. Ellis, who is a director of | and magazine readership. Th: 
the recently organized Transitads,| ond brochure provides a rec’ 
lInc., and vice-president of the Wm.| the publication’s linage progr' 


| 


Information 


for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or throuch 
ADVERTISING AGE, by any natio:a] 
advertiser or advertising agercy 
executive writing on his busin ss 
letterhead. 


No. 1730. The Market for Autor o- 
tive Equipment in the Ea-th 
Moving and Road Build ig 
Fields. 

Earth Mover and Road Bui! ‘er 
offers this analysis based on a m r- 
ket study among contract: rs, 
county, state and federal highy iy 
officials and open pit operators. It 
shows ownership of trucks by ma .e, 
size and type of engine, and ‘ne 
trucks’ length of life, number of 
miles traveled and type of wok. 
The study indicates prospective 
purchase of new units and factors 
which influence buying. 


No. 1731. Prosperity Corner, M: 

Market data for Joplin and its 
trade area are given in this folder, 
which has been issued by the Jop- 
lin Globe and News Herald. The 
city’s status as a distribution center 
and its importance as a production 
center are described, with figures 
on population and payrolls. A table 
provides a comparison of circula- 
tion with newspapers in cities of 
similar size. 

No. 1732. Point of Purchase Ad- 
vertising. 

The part point of purchase adver- 
tising plays in the advertising and 
merchandising scheme is told in 
this pamphlet issued by Chicago 
Cardboard Company. From a defi- 
nition of its purpose, and its value 
as an advertising medium, the study 
goes on to provide a means of meas- 
uring results. 


No. 1721. How You Can Use Laurel 
Improved Photo-Offset. 


In this new brochure, Laurel 
Process Company outlines its fa- 
cilities and services, and illustrates 
the speed, economy and flexibility 
of its photo-offset process. Repro- 
ductions show many uses, from a 
simple, illustrated sales letter to the 
more complicated layout, including 
examples of color work and duo- 
tone. 


No. 1722. Why Should I? 


“Advertise in Our Sunday Visitor 
and The Register” finishes the ques- 
tion of the title, and the pages of 
this brochure offer numerous rea- 
sons. The papers’ editorial appeal 
and reader response are discussed, 
and information is provided con- 
cerning the number of readers, 
where they are, and their buying 
ability. Rate and circulation data 
are included, as well as some ad- 
vertisers’ success stories. 


No. 1680. More Circulation for the 
Same Money in Poster Adver- 
tising This Winter. 

Some interesting charts are in- 
cluded in this brochure which has 
been issued by Outdoor Advertising 
Incorporated, showing the seasonal 
variation in income, movie attend- 
ance, hotel occupancy, gasoline con- 
sumption and other factors tending 


to bring more people out of coors 
in the winter months. The ‘ory 
deals with the increase in the num- 
ber of panels by the majority of the 
industry during the winter moths. 
No. 1724. Newsweek’s Aud “nce 
and Notes on Linage. 
Newsweek has issued thes« 


brochures, the first being a ! 
on a new Hooper-Holmes stu 
Newsweek's readers. It covers 
incomes, occupations, standa 


ance and automobile owners 


major advertising classificatio! 
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THE ELEPHANT 


The elephant needs no memory course to help him 
with his routine. Circus men say that elephants re 
member more than a hundred commands. A tourist 
who teased an elephant with a lighted cigarette was 
repaid, years later, when the same elephant drenched 
him with dirty water. Incredible stories are told of 
the elephant’s ability to remember a friend or enemy, 
So, if you ever insulted an elephant better make a 


note of it. You may forget, but the elephant... never! 


COLLINS, MILLER and HUTCHINGS, @ 


NEVER FORGETS 


We need no elephants here at Collins, Miller & 
Hutchings because we have trained and reliable 
memories for everything that enters into making 
fine engravings. Your instructions are followed with 
greatest care to the final delivery of the job. Particu- 
lar advertisers and agencies send to us for engravings 
from many parts of America because they have 
learned to rely upon us for the highest standard of 


quality at one standard price. 


Z 


‘a 7; 4p . 2 , \p Zt 
CUYO . Vii loongs UCL) 


Be ie me r= : Me page al ibe Sel Fe eG, wey ee oat Sey Sg P : ~ 
— “See | eee, Sc NR i ie. 5 Liane 
= ae . 
— ee 
_ — — 
n en —— Me 
- pe = * ES = uae RD Sey i i 
eS a Sa - : a yess & 
_——- x. oe % Con 
= is a 
Mees oe id ~ ye. 
om- Bact By = oe 
Dna] * ney ‘ 7 
PS eon 
hess ix, ° . e 
rs ae Se, en Ry 
’ - Se igh SOC aig ‘tae - 
“= ol eee ee Aa ae 
a ‘ a eo a ’ 
J Pe. ae ae “\e cS Ab ns RE 
os Pas xf, GX wih 
ule Gitte Me aes Bro i 
hare ica hss ees ta # Pas Rist i 
eo - es og a a 
>, ee jt . ton ae oped v 
= ? ; & | 3 E 
axe, eas ae oes f 
| a | ee | | we 
of é, = i bas - is Shs + <a 
tive Woe. e ei aN ; SS = a te 
. a te oe Pes 2 : “i - - - : 
— Hee — ie | a ff . es 
¢ 3 4 fi ‘ Le, ‘ = Fs : = : 4 - 4 ve % 
a. ZO ge ee ~~» me a ae ee 
ae a ae . ae & “~~ ss “ Fs ei ; 
its hh, ¥ 5 Be *t Pree Re “& : eh - wy uf 
"a | Bes Se 7 ‘ : ip oe Ra Bes 
( r, <. % * : ene i. > : ke ‘ a e Bes: : Sa ery rf Ww 
lop- 4 Be —— va aie ahi $, : ove? ¥ 
Tl 2 hae ea “easy BE * a or BRE . oF 
nt > = # —_ ~ na 4 tems a ee om we > 
tion a = ses Seana! ; 4%, . Kae ‘ 
ures ee Wee: a Peay 7 s ‘i aN at ; a 
et ee ot J as ty y Cee er 4a a ae 
able Sa “eee mo eae Loe. " ’ , ‘ ioe 
=a Bes Ri. Maye cate i t ei ah a vee ; 
s of Ses a ee a ? 44 : ‘ of ea; nibs * ee woes 
e My on : : ‘ ” ie ‘ s waa ‘. * ; ; | 2 
a. ae ge < . is ie g # ce oa : ft x \ 
Ad- aoe hae .* ee ~ he ied a 7 , Rous is 
ears tee es Se 3 ; ¢ ~~ e ‘ nits 
PR : a? Eee e e } a _ a RE * Res 2 prea o 
ver- eg ae ; Wiss s* ce e, AR . hee 
and wey r 4 = Reed phierk x Mie. 4 | : tes 
| in as Pa Ee Loan 8 kee. - od me p. GB: on 
Rie feed ie Be. ea ™ a ec 7 5 a ied 
Pago oe Ss & ' ig 5 on 7 ‘s* + sa — : ¥ ? be! a 
lef * Fe Se a ae ey oy a 
4 l ue os Ps es Sy ‘, S ‘ : ee. ot Nad a 7 ‘ A 4 EES Jind 
2 ri <4 ia Sos ‘ ¥ Yon" on. 
fudy ee ; ae Ae i y a ae 
ag ee nit Nie > a* af _ a 
eas- es ‘ 3 e gee “i e 7 - : ee 
Bie es - — 3 * “¢ eee 4. —$—$——$$— rene ahs , ly ° + Na od 
is ite so %% ‘ a bcos » | Bt a 
urel /_ Se ——- Re Mae ae ea = 
i. gg. — —— oo ~ . = Bek; ? 
1 <. a. 2 — 3 ‘ a cc 
ure Fs ee £ : LS een ETe see aur * 
fa Ke 4 , Ve  _—_— bneieshiesiideco. ae mo) ae, . >» 
ates “ei ‘ ” “ay eons wa ne é * . 4 roc 200 es ” 
a . “a cit Ne ’ ree, é pinnae 
ility 3 o. is al oN See : f na. i 
pro- “te aN Ay ‘ sin” 4 oie, sal 
ma = : be ay : . ‘ of ; M \ a YS r¥s & is 
the let n ies i ae ga ee ia] bin 
ding “Sot : “3 ted } _ Sas: ¥ + 4 Ta 
te Pc og spe is i. ae: za 
juo- na as - y : ; _ 
fe all ee s es Z ee : 
2. . 7 a i k ; a 
e/ PMENBS : wy kee Nie? ‘i 
= A Sa a ee , : aoe se hb sss, % re . ~s 
ues- : ’ if set! ~ Glee , . os i 7 
s of —_—> j nt Ee 2 3 — 
- 2. te haan ss 
peal 4 - a huylat true F 
sed, ; 
con- | 
jers, , 
ying : f 
data ry i " 
ad- _ - 
the hin 
o ee < pe 
ver — bit 
in- aS ~ 
sing i. 
a ; 
onal Pc 
ond- =F 7 
on- > —] 1) 
ling aa 
oors SS ies 
tory 
im- ‘ 
the as 
ths. Fe 
nce 
wo : a 
rt , stg 
‘ * ‘ 
me 
—e 
oe 
ie 
_ 7 i tie 
We Bihiis wp fe Se ae at * ae a ee a Faia ee ee ’ ‘ rr eh oe 7 
ae a ae ee 0 eS aea ea CREE RET Sg ag et gE BS i es Be eS ge 
4 : 2 vas ae Bee ae cee Met eal =, = ae = 


ee 


Ba 


mm €=—- Produce Interests 


Be oe 


eset 


a 14 


gs cis 


ADVERTISING AGE 


November 4, 1949 


Link Chains with 
Co-op Organization 


Patman Joins in Clamor; 
Urges Investigation by 
Federal Agencies 


30. 
are 


Chicago, Oct Charges that 
chain interests fostering a 
monopoly in the organization of a 
national fruit and vegetable mar- 
keting cooperative in Washington, 
D. C., are being made by produce 
organizations following first steps in 
the formation of the co-op taken 
last Friday. The United Fresh 
Fruit and Vegetable Association, of 
Chicago, and the National League 
of Wholesale Fresh Fruit and Vege- 
table Distributors, Washington, 
form the spearhead of the attack 
on the cooperative. The Great At- 
lantic & Pacific Tea Company’s sub- 
sidiary, the Atlantic Commission 


duPont; and C. G. Mortimer, General Foods. 


R. M. Dowling, Cluett, Peabody & Co.; Jack Reeder, Young & Rubicam; and S. P. Glennon, Popular Science. 
are C. C. Carr, Aluminum Company of America; W. A. Ha t, duPont; Allan Brown, Bakelite Corporation; V. L. Simpson, 
In the background, between Messrs. Carr and Hart, is G. W. Penny, Jr., 


Rumford Che mical Works. 


ANA'ERS AT A PARTY AND IN INFORMAL TALKFEST 


In the group at left are J. A. Goebel, Packer-Central Outdoor Advertising Company; Val Schmitz, Schaefer Brewing Co.; 


At right 


Company, is coming in for a major 


share of the hammering. name) is “to bargain collectively as 


Although one of the announced | producers with all elements § of 
aims of the new cooperative (which | trade, including retailers, wholesal- 
has not yet been given a formal jers, jobbers and brokers,’ William 


Garfitt, executive vice-president of 
tne United Fresh Fruit and Vege- 
table Association, speaking before 
the meeting was held, was not loath 


4/ 


YOUR DELIVERIES 
by WESTERN UNION 


After packaging your product, 
“package” its delivery. It deserves it. 
Make that first impression of your 
product count. Deliver it by Western 
Union messenger. 

Place your sample in the hands 
of CONSUMERS, DEALERS or the 
PROFESSIONAL man... by impressive, 
dependable and economical messenger 


delivery. In one city or nationwide. 


4 Ask the nearest Western Union 


manager for details. 


WESTERN 


ESTERN UNION 


to find chain clues in the 
movement. 

“It is too early to predict what 
will come out of the meeting sched- 
uled for Thursday in Washington,” 
said Mr. Garfitt, ‘“‘to which certain 
favorites of the chain have been in- 
vited with all expenses paid, but it 
is my guess that a mighty effort 
will be made to override the tem- 
pest of protest now raging through- 
out the produce industry, and to go 
through the motions, at least, of 
setting up the super-cooperative. 


“Project Chain-Owned” 


“If this report is true there is no 
escaping the fact that this project 
is to be chain-owned well 
chain-inspired, and any attempt to 
make it appear the spontaneous idea 
of a group of growers and shippers 
is just so much nonsense. I hope 
that none of those who are lending 
their names and their support to it 
will deceive themselves into believ- 
ing that they are going to run the 
show once they have surrendered 
to the chain their rights as inde- 
pendent marketers.” 

Meanwhile the organizers of the 
cooperative, claiming to represent 
more than 250,000 farmers in all 
sections of the country, won unani- 
mous support for the organization’s 
major aims and purposes, which 
were outlined as follows: 

1. Through concerted promotional 
activities, to stimulate sales efforts, 
increase the flow of fruits and vege- 
tables into consumption and _in- 
crease consumer demand for these 
commodities. 


co-Op 


as as 


2. To anticipate peak movements 
of commodities and by advance 
merchandise planning to move sur. 
pluses into consumption at adequ: te 
prices. 

3. To coordinate the flow of sim. 
ilar products from _ overlap; 
areas. 

4. To bargain collectively as p: ,- 
ducers with all elements of t: 
including’ _ retailers, wholesal 
jobbers and brokers. 


Study Grades and Packages 


5. To cooperate with wholesale s., 
jobbers and brokers, and with inc»- 
pendent retailers to assist in 7 
creasing efficiency of marketing « >. 
erations. 

6. To further the work of star j- 
ardizing and modernizing gra 
and packages to conform ww th 
changing consumer demand; ‘o 
carry out the objectives of a t 
cooperative for fruits and ve; - 
tables. 

7. To eliminate state trade b: -- 
riers which interfere with and . :- 
duly burden the distribution of fa: m 
products. 

8. To develop mass selling me’ )- 
ods to meet the changing demar ds 
of mass buying. 

9. To act as intermediary between 
producers and _ organized _ reiiil 
groups. 


Seek Government Aid 


Actual completion of the dets |s 
of the organization was placed in 


the hands of a committee of 25 
headed by John Snively, Florida 
producer. The assistance and - 
operation of such governmental 


agencies as the Department of Ag- 
riculture and the Farm Credit Ad- 
ministration also are to be sought 
by the committee. Officials of these 
federal agencies as well as those of 
the National Council of Farmer C 
operatives were consulted prio: 
cooperative organization. 

In line with his organizatio: 
opposition to the cooperative, M: 
Garfitt also has spent considerable 
time in Washington conferring with 
officials of the Department of Agri- 
culture and Department of Justic: 
He has drawn up resolutions w! 
he offers as a guide to organizati: 
taking action on the matter. Among 
other things he urges “the Federal 
Trade Commission, the Department 
of Justice and the United States 
Department of Agriculture, as well 
as the several state departments of 
agriculture and their attorneys gen- 


PHOTOS 2x25: 


In lots of 100 or more 
Use actual photos in your catalogs, portfolios, direct 
mail, Glossy prints of your products tell your story 
more dramatically and effectively; help increase sales 
Just send us a phote and we will do the rest 
Send for quotations on any other siz 


Commercial Photo, 41 W. 45th, N. Y. C. 
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JOHNNIE O’‘HARA 


6,812 quarter hours 
of sportcasts for four 
consecutive years 
with KWK — — and 
not one* of them 
sustaining. 


* 
—except network 
World's Series and 
All-Star Games. 
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GIVES LEGAL POINTS Unions Finance Pacific Four A's more goods. In Mr. Benson's talk he expressed 
Laundry Cam ign An advertisement intended to ap-|concern over the world outlook, 
F H T Vi peal to serious-minded readers of “Can our loosely-knit democracy 

Two unions have contributed ears wo 1ews 


15 


e Gkaee i> 6 Chleams cumncion tox newspapers brings better results if oe itself Ry -camgesr such forces 
commercial laundries. Laundry and ON Consumers Sec Se eas teas a sina Weal 
Z Dye House Drivers and Chauffeurs it precedes it, according to L. M. telligence into a solidarity hitherto 
g Union, Local 712, and Laundry Del Monte, Cal., Oct. 31. The Clark, president of L. M. Clark,| unknown?” he asked. “And that 
Workers International Union. Local new outlook and new demands of Inc., New York, who spoke on goes for more than military con- 
4 46, AFL affiliates, have given $10,- consumers deserve examination and “Newspaper Readership Studies.” flict which may never come. There 
000 each. consideration, the Pacific council of “We presently are to have in- will be a world wide commercial 
The Chicago Laundry Owners the American Association of Adver- creased activity in all lines of busi- conflict to meet arising from the 
ee emgage = a “Necuncon, tising Agencies was told at its an- ness,” the council was told by E. B. present) war which may require 
Louis & Brorby is the agency. nual meeting here by Dr. Kenneth McNaughton, president of the First every ounce of effective energy we 

PE EE . Dameron, director of the Committee National Bank of Portland, Ore. can muster, both at home and : 

“Teacher” in New Format °" Consumer Relations in Adver- “Employment will mount until it abroad.” A 


tising. But John Benson, president reaches full capacity, perhaps by 
P tecrs pedo —_ pr eg cg se of the Four A’s, pointed out that if 1943. We have all the essentials 
- a ig a w per we aw Seem the consumer wants more facts available for a tremendous pickup 
Teachers Guild, has been changed 


Gage Publishing Moves 


. Gage Publishing Company, New 
from a newspaper to a magazine about a product, for instance, in in production—money, men, plant, York, publisher Oe tent ‘al Wc 
é § i agaz , = XK, ‘ ) ( i nu- 
‘ The November issue will be the order to satisfy the producer this managerial and engineering capac- | fqetyring, has moved to 1250 Sixth 
Dr. Harry Hibschman, special legal coun- first in the new form. additional information must sell ity.” avenue. 
el for Advertising Age, tells the Pacific 


Council of the Four A's all about prob- 

oms of the law. In the background is 

Varren E. Kraft, Erwin, Wasey & Co., 
Seattle. 


eral to investigate and to take ap- 
n propriate action against any monop- 
olistic, as well as any political, lob- 
bying and so-called public relations 
tivities of chain store and other 


vs mass-buying organizations, which 
n may be in violation of federal and 
| state anti-trust and fair-trade stat- 
ules. 
Patman Jumps In 
. Congressman Wright Patman, 
n veteran sponsor of anti-chain store 
5 legislation, barged into the picture 
la in Congress with a declaration that 


the plan “will establish a monopo- 
ntal listic control over the fresh fruit 
and vegetable industry, will drive 
independent distributors and retail- 
ers out of business, will impair or 


none destroy many of the grower-owned 
e of marketing facilities. . .” He charged 
Co. that the Atlantic Commission Com- 
r to pany had invited over 50 rep- 
resentatives’ of growers to the 
ion’s Washington meeting. He urged an 
My investigation by the Department of 
‘able Justice. 
with Meanwhile the Chicago Packer, | 
\ gri- one of five regional weeklies pub- 
tice lished by the Barrick Publishing 
trict Company, Kansas City, Mo., for the 
tions produce trade, has come out edi- 
nong torially in opposition to “any kind 
Jeral of a monopoly” in the industry. A 
ment plan for a giant producers coopera- 
‘tates tive was introduced in the industry 


- 25 years ago, the paper says, and 


in of was vigorously fought and eventu- 
overthrown. “Now,” says The 


«otal Packer, “if the Sapiro co-op plan IS . t h A 1 8 K “A y S rn @) p p n g 
mentioned, producers’ themselves 
uy would be the first to oppose it.” 
iieiihiee ane enters o ew nglan 


— Incidentally, the Oct. 12, 19 and WNAC Boston 

se sales 26 issues of the Chicago Packer all . Y 

rise contain three-column = advertise- WTIC Hartford WwW ' th by A 

. Y. Cc. ments of the Atlantic Commission WEAN Providence 

— * _— reputed ean sg Pg WTAG Worcester 
operative movement, in which a . 
character called “Jud Hopkins,” {Sidosgedt . . . . . . 
Receutian mewnrs eal dbeer WICC iNew Haven HERE is no substitute for the com- that is possible only thru this combi- 
tells how mass distributors have WNLC New Lond : : . ° 

i helped growers and shippers over- WCSH Best d sa lete and intensive coverage pro- nation of stations. 
come the difficulties of over-pro- Gran i i i ; 
duction and eliminate “unnecessary WLBZ Bangor vided by The Yankee Network, in this Now — with normal, prosperous 
costs” in getting produce from the WFEA Manchester compact market. 
grower to the consumer. 


industrial operations augmented by 
=a WSAR _ Fall River Thirteen cities in 10 counties ac- huge defense orders (New England 


= _ WNBH ~~ New Bedford count for 68.5°/, of New England's Council reports $1,161,331,539 for 


WHAI = Greenfield . , , 
R & S WBRK Pittsfield retail sales—and in 13 counties, June 13 to Oct. 5 alone) New England 


2} > WLLH a we of the = _— aid is one of the biggest ready-money 
~ SERVICE WLNH a ee markets in America. 


Laconia . . 
4 DEPENDABLE WRDO Augusta The Yankee Network dominates in 


, ; Plan to take immediate action to 
. 1 ew! acceptance — in many markets its 
-_— MARKET RESEARCH WCOU ee , Sal get the benefit of this increased buy- 
Ds. TABULATING coverage is exclusive! y 
- WSYB = Rutland The particular type of local accept- ing power with a consistent campaign 
Complete facilities and long ance this provides, insures response on The Yankee Network. 
. neet the caution donunde 


{f agencies, publishers and 
narketing analysts 


A. ~~ THE YANKEE NETWORK 


—— emeleeeen 21 BROOKLINE AVENUE BOSTON, MASS. 
RE SORDING & STATISTICAL CORP. EDWARD PETRY & CO., INC., Exclusive National Sales Representative 
10. Maiden Lane, New York, N. Y. 


\ : BOSTON CHICAGO DETROIT 


MONTREAL TORONTO 
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IT'S A HABIT _ Rein AYAM : lof commercial relations between charge of Pacific Coast business fo; 
Henry Kress, McGraw-Phillips, | Don Francisco to the American republics. Mr. Fran-|Lord & Thomas before coming ito 
lInc., has been elected president ot Defense Board omen will serve on the committee New York in 1938. 
$4.000°° Rewarp [the ‘Association of Young Advertis- on communications, with duties on “~e-anerea 
—for sata that will lead to the arrest ing Men, New York, new name of | Under Rockefeller ae radio and motion pictures. MacDonald-Potter Moves 
and conviction of certain Safe Robbers the Association of Advertising | accepting the government MacD id-Pott I : 
* Men. Other new officers are Robert | New York, Oct. 30.—Don Fran- io 4 Mr. Francisco joins another oa ‘co. tacoma: i eee ad 
Last Sun tht Ss nd before $ o'clock M. Raines, Lomac, Inc., vice-presi- | cisco resigned today as president of former agency man, James W. ters in the Carbide & Carbon bis % 
a Penn ne Siree's, Ea od stele the _dent; Jesse Stechel, Liquor Publica- || orq & Thomas to accept a position | Young, ex-J. Walter Thompson 230 N. Michi av Chica,’ 
Ete sex compnrenen of 6 shich they hod also tions, Inc., secretary; and Joseph . 3 ; via Rha ane sein , ROG < cnigan enue, ~nicago. 
stolen , ‘ ail _ |in the federal defense organization. |Company executive who is on leave |The agency has been appointed tp 
W. Madden, National Export Ad ; , ter 
° vertising Service, treasurer Albert D. Lasker, chairman of the |as Director of the Bureau of For- | handle the advertising of the Frank 
ees | { yt A 4 d 2 ; ‘board of the agency, revealed that |eign and Domestic Commerce, and | Baker Bread Company, Lima, >, 
moe Fart End. and svcle the sale, They tock it oat the | . Mr. Francisco is on leave of absence who is working with the Rocke- | US!ng newspapers and radio. 
sromher coupe which woe aise, soles Both these safe Awarded 3 Timetables and that his post will not be filled. | feller group. : 
hendle them. Roth coupes have been found by the police | Transportation Displays,  Inc.,|He will continue as a stockholder, It is understood that Mr. Fran- | Ad Course Opens Nov. i) 
7 |New York, has been awarded con- | director and member of the execu- cisco’s headquarters will remain in| The American Advertising Gui) \'s 
To persons nine in the neishharhond of any Donshng | tracts for the sale of advertising | tive committee. New York, which has been his home | Second course in Bauhaus technig | es 
“ eotioned shove Fee bemnesngggpate | Mr. Francisco’s new job will be since he became president of Lord ae fo he te po ge mon Big ts 
ot Western Railroad, the Erie Railroad |U"4er Nelson Rockefeller, who was |& Thomas two years ago. His en-|¢ 2+ 317 &, 27th street, New Yo-k 
ee ee ; 'and the Central Railroad of New |Tecently appointed by President tire career, covering 26 years, has Herbert Bayer will be the instr c. 
men acting Suthiciounly 19 8 « g the Jersey. Roosevelt to serve as coordinator been with the agency. He was in | tor. 
oe 4 the ba 2 a 
a $500—/ sare 


ther two safes, we 


nv 
the same who stole the p | 
$1,000 oe auned oben | 

| 


* 


$500 reward will be paid to anyone giving us con 
information that will lead to the arrest an 
stole the two safes mentioned above. 


* 


About eleven years age robbera and would. ne murderers 
held up and terrorized customers and threatened our 
clerks with ern h in DONAHOE S Brighton Road Store 
due to the very frequent daylight hold-ups of various 
Donahoe stores, which hold-ups greatly frightened our 
customers and employees, we offered a $2,000 reward for 
information which would lead to the arrest and convic 

tion of the robbers and a plucky Pittsbur eh pohceman 
caught the gang robbing another store and collected the 
$2,000 reward ‘heoued as shove stated, wil! be paid to 
ANYONE including police offi ere 


* 


Write or phone your information te 
MR. COnFIOENTIAL 


DONAHOE’S 


242 FIFTH AVENUE, PITTSBURGH 
Telephone ATlantie 2000 


of the men who 


It seems that certain Pittsburgh residents | 
have been making a habit of removing | 
safes from units in the Donahoe chain of | 
supermarkets in the smoky city. Hence | 

this rather unusual reward copy. 


Fred L. Allen Succeeds 
Hollister at KFBI 


Herbert Hollister, vice-president 
and general manager of KFBI, 
Wichita, Kans., has resigned to de- 
vote his entire time to KANS, 
Wichita, of which he is one of the 
owners and president, and _ to 
KMMJ, Grand Island, Neb., of 
which he is one of the owners. 

K. W. Pyle, assistant manager and 
technical director and former man- | 
ager of KFBI when it was in 
Abilene, has been made _ general | 
manager. Fred L. Allen, commer- | 
cial manager, becomes director of | 
all sales of commercial time. 


New NBC Blue Group 
Effective Nov. 15, Stations KFBK, | 
Sacramento; KWG, Stockton; KERN, 
Bakersfield; and KOH, Reno, will! 
be combined to form the California- | 
Nevada Group as part of the Pacific 
Coast Blue network of the National 
Broadcasting C ompany. 


H. J. Nestle Appointed 


Harvey J. Nestle, formerly gen- 
eral service manager of the Chrysler 
Corporation, Detroit, has been ap- 
pointed vice-president of the 
Hunter-Hartman Corporation, St. 
Louis, maker of battery analyzers 
and chargers. 


Hall to “Dial-Lite” 

Warner Hall, formerly 
James Lees & Sons Company, 
York, has joined the 
staff of Dial-Lite. 


with 
New 
advertising 


Carrying MORE — 
NATIONAL SPOT. 
ADVERTISING than 
ALL other Baltimore 
stations COMBINED. 


EDWARD PETRY & CO. 


ON THE NBC RED NETWORK 


Fi 


TAKE 


FARM WEALTH 


FOR INSTANCE... 


1 ONE-THIRD 


OF THE U.S. FARMERS 

LIVE IN THE “HEART” 
0 THEY ENJOY 

() 54% OF THE NATION’S 

TOTAL FARM WEALTH 


THEY MUST 
OF FARM W 


& 


TWO-THIRDS 


OF THE FARMERS LIVE 
QUTSIDE THE “HEART” 


DIVIDE 46%. 
EALTH 


23% | 
23h | gee 


--THE REMAINDER 


Actually,” 


Heart” 


farmers are worth more than 2 for 1 


GO WHERE FARMING IS BIG BUSINESS... 
go to the Heart of America’s Farm Market 
...and you find Successful Farming! Because 
Successful Farming fits the “Heart” geograph- 
ically, editorially, emotionally. More than any 
other farm magazine, Successful Farming rec- 


ognizes that farming is regional; that farmers 
differ in their ways of farming, thinking, liv- 
ing: in their ability to earn and spend. 


That’s why Successful Farming offers you more 


market- mileage for your farm dollar. It enables 


what’s 


you to sell the top-half of America’s farm fain- 
ilies: the two-for-oners: 
who earn more, spend more, mean more! Ani, 
s more, at the lowest rate per page of ay 
magazine in the farm field! 


the “Heart” farmers 


Meredith Publishing Co., Des Moines, Iowa 


she “ea 


i" 3 


BUY SUCCESSFUL FARMING TC 
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N o-Third-Term 
Non-Partisan Ad 
Drive Skyrockets 


New York, Oct. 30.—Perhaps the | 


atest advertising prelude to the 
esidential election Nov. 5 is that 
the National Committee to Up- 
d Constitutional Government, 


ich has been using voluntary 


ing new converts and arousing pub- 
lic opinion. Copy consisted of a 
“Time-Table of Dictatorship” which 


| showed the steps taken to dictator- | 


ship in countries where this condi- 
tion exists. 
The mechanics of the campaign 


icalled for the distribution of mime- 
|}ographed messages from the com- 
|mittee by Western Union boys to 


influential persons in a city the day 
|before the page advertisement ap- 


itributions to finance the use of | peared in a city newspaper. An ap- 


yspaper space and radio time to 
hold the no-third-term tradition 
a non-partisan basis. 

\ page advertisement which ap- 
ired in the Chicago Tribune Oct. 


had been tested several days 
and 
und to be highly effective in mak- | 


‘viously in smaller cities 


peal for funds to make the adver- 
|tisement available elsewhere was 


made, the recipient of the message | 
| being urged to show the advertise- | 


ment to 12 other men and women, 
enlisting their moral and financial 
| support. 

A similar procedure was followed 


where radio was used. 
stance recipients of the message 
were told: “Tonight at seven fif- 
teen please listen and invite nine 
other friends. listen important 
broadcast WGN by Norman Vin- 
cent Peale on No-Third-Term-for- 
Any-President tradition.” The mes- 
sage pointed out that transcriptions 
of the radio program are available 
for local stations, and the recipient 
was urged to contribute funds as 
well as ask nine friends to do like- 
wise in order to spread the radio 
message further. 


Join Robert Keene 
| B. C. Capehart, stylist, and Mil- 


dred Foulds, receptionist and sec- | 


|retary, have joined the staff of 
Robert Keene Studios, New York. 


1 
In one in- 


"POLITICAL" COPY RINGS THE BELL 


H" DOGS, hamburger on s bun, tried chicken, sintling 
steak, apple pre. pancakes. sausage patties, scrambled 
000%, more breakiast hoods than you can shake « stich al, cof 
tee like me place else on earth chocolate sodas strawberry 
shortcake, grape jelly, bead lettuce. acorn squash ah, Amer 
inal 
Land of the Free and Home of the Brave. wheres man ms 
white apron stands behind a counter and dishes i out, trom 
more ti mght. And. bey--bow we can take at! 


N ITALY, when Mussolini gets you down, shout all yoo 

can de is hop io 2 gondola and paddle like « boy scout on 
the tiret mile of & cance trop ent you work 4 off bn Ger 
many, when the head man decides d's time to take another 
country all you can do us goose step unt you forget t But 
ever here, when FDR and Willkie BOTH get m your haw you 
can wit down to Real American Meal and eat your troubles 
away! 


DONT COUNT 


this Week / 


Expecially thes week Most particularly thes week Be 
caeee thes om the week whee every grocer @ the country owt ————! 
does humooli. This us the week when the corner grocer gets 
se dare prowd of humseli he shows of! his store and hes goods 
and bis service with cock enthaseam i's contagious The 
week, youl find yoursell buying and cooking and cating 
with o new hind of enthumasm @ mitture of pleasure and 
appreciation. Because thes is HES week! This is the grocery 
store event of the year The week when Amerca stops to 


thank about bow bucky 4m, the week when debwery bers 
really get» workout and belts thai don't expand are taboo 
the week when not even politics count National Retad re 
cers Week! 


The political hurly-burly gave Freeman's Dairy, Allentown, Pa., an opportunity to 
use this effective full-page copy in local dailies last week. 


Southern Comfort 


New York, Oct. 31.— Southern 
Comfort, advertised as “the most 
versatile liquor you may ever hope 
to find,” will be promoted this fall 
in connection with the most valu- 
able premium ever offered to con- 
sumers by a liquor advertiser. A 
$15 electric drink mixer will be 
given to consumers who stage a 
“Southern Comfort Party.” 

The offer will be made in one- 
half and two-thirds color pages in 
Life, The New Yorker and Time be- 
tween now and Christmas. In small 
type at the bottom of each inser- 
tion, the first 500 applicants com- 
plying with requirements are prom- 
ised a free mixer. 

It was learned at Bermingham, 
Castleman & Pierce, agency for 
Southern Comfort Corporation of 
St. Louis, that “complying with re- 
quirements” means buying a case 
of 12 bottles of Southern Comfort 
A case costs something over $30. 

Southern Comfort is a 100-proof, 
all purpose drink made from 17- 
year-old bourbon. Classifiable nei- 
ther as whisky, brandy nor cordial, 
it can be used as a substitute for 
any of the three. All three uses 
are featured in new copy. The 
first insertion is headlined: “One 
taste a revelation, two an experi- 
ence, three you’re a Southern Com- 
fort salesman!” 


An Interesting History 


The drink has had an interesting 
advertising history. In 1938, it was 
promoted in small space in New 
York newspapers as “the grand old 
drink of the South,” with the ad- 
monition, “only two drinks to a 
customer—no gentleman asks for 
three.” Both phrases are said to 
have been handed down from the 
Mississippi River tavern keeper 
who first concocted the drink. More 


recently, it was advertised as an in- 
gredient in a “Scarlett O’Hara 
cocktail—but no more than two lest 
you be ‘Gone With the Wind.’” 

The company has had remarkable 
success in achieving national distri- 
bution, and unfilled orders are now 
at an all-time peak. The current 
fall campaign is the largest adver- 
tising effort the company has ever 
made, 


Noise Abatement Week 
Celebrated by Council 


Noise Abatement Week was cele- 
brated Oct. 21-26 by the National 
Noise Abatement Council, the evils 
of noise being emphasized by a 
general promotion program. Among 
cooperating companies were: Arm- 
strong Cork Company, Buffalo 
Forge Company, Celotex Corpora- 
tion, Congoleum-Nairn, Johns-Man- 
ville Sales Corporation, National 
Gypsum Company, Remington 
Rand, Ine., Underwood Elliott 
Fisher Company and United States 
Gypsum Company. 

Advertising and publicity copy 
pointed out that noise costs Ameri- 
can business $2,000,000 a day and 
is the cause of innumerable errors. 


ANPA Bulletin Reports 
Loew's New Policy 


The use of movie directories in 
newspapers by Loew’s, Inc., New 
York, is reported in an Advertising 
Facts bulletin issued by the Bureau 
of Advertising, American News- 
paper Publishers Association. 

“Loew’s Weekly,” a bulletin dis- 
tributed for 21 years, was discon- 
tinued in July, 1940. The $325,000 
annually spent for the bulletin is 
now being invested in newspaper 
advertising in eight metropolitan 
papers and 20 others in nearby 
suburbs. 


CBS Names Chester 


Edmund Chester has resigned as 
head of the Latin-American divi- 
sion of the Associated Press to be- 
come director of broadcasting to 
foreign countries of the Columbia 
Broadcasting System. 


Arthur B. Church Programs 


KMBC 


of KANSAS CITY 


5000 watts - - - 


CBS 
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DOMESTICS AND BEDDING—60% 


The Tribune is the major buying 


guide of Chicago’s largest constant 
audience of women. Knowing 
this, Chicago department stores 
in 1939 placed in the Tribune 


60% of their total appropriations 


for advertising domestics and 
bedding in Chicago newspapers. 

Chicago retailers as a whole 
placed 52% of their women-appeal 
newspaper advertising appropri- 
ations in the Chicago Tribune 
during 1939! 
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TOILET GOODS AND DRUGS—61% 


Because the Tribune is Chicago's leading women-appeal 
medium, Chicago drug stores and the drug and toilet 
goods departments of department stores awarded 
this newspaper 61% of their Chicago newspaper 
advertising appropriations in 1939. 


INFANTS’ WEAR—53% 


Chicago department stores know that the Tribune 

reaches Chicago's largest constant women audience. 

Consequently, during 1939, these retailers awarded 

the Tribune 53% of the money they expended for 
infants’ wear newspaper advertising. 


LINENS, CHINA, GLASSWARE—66% 


So convincingly has the Tribune demonstrated its abil- 

ity to produce crowds of buying women that Chicago 

department stores, during 1939, placed 66% of their 

advertising expenditures for linens, china and glass- 
ware in this one newspapei. 


hicago Tribune 


THE WORLD'S GREATEST NEWSPAPER 


Total net paid circulation now in excess of 1,000,000 every day of the week 
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November 4, 1949 


Voice of the Advertiser 


This department is a reader’s forum. 


Goodyear Family Helps 
McCreery Celebrate 

To the Editor: A novel idea in 
window displays is shown in this 


picture of a show window at Mc- 


Creery’s, New York. 

To commemorate the 103rd anni- 
versary of the founding of the store, 
a loan was obtained from the de- 
scendants of Charles Goodyear, of 
the first objects he made of vulcan- 
ized rubber. 


His discovery, on which rests the | 


entire rubber industry of today, 
was made at about the same time 
that McCreery’s was opened. Two 
other windows paid tribute to the 
achievements of Samuel Morse and 
Charles Dickens, and as a group the 
three windows realistically con- 
veyed the atmosphere of the early 
nineteenth century. 

A table and chair and a portrait 
were loaned by the United States 
Rubber Company, and the rest of 
the articles were loaned by the 
writer, and by Evelyn, Nelson, and 
Charles Goodyear IV. 

The versatility of this great 
American pioneer, little 
until recent years, was easily ap- 
preciated by the crowds of bystand- 
ers who were attracted to this 
unique display. 

The descendants of Charles Good- 
year were glad to assist in the 
preparation of this window, not 
only because of the recognition ac- 
corded him, but because the world 
of today can greatly profit by a 
knowledge of his life and the fine 
example which it offers, as a tri- 
umph achieved in the face of con- 
stant illness, poverty and unprin- 
cipled infringement and theft by 
his business competitors. 

Mrs. NELSON GOODYEAR, 


(Granddaughter of Charles 
Goodyear), New York. 
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“Awtul Fresh” 


Scores Again 

To the Editor: “Awful Fresh 
MacFarlane,’ the unconventional 
candy merchant of San Francisco, 
gives a grin with every double 
chin. Lesson here for some of our 


ACTION PICTURE SAOWING WHAT HAPPENS 
WHEN You EAT A PIECE OF MacFARLANE 
vy. 
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Awful Fresh MacFarlane, famed West 

Coast candy man whose advertising is 

always slightly unconventional, gets a 
hand from an awe-stricken reader. 


known | 


THE GOODYEARS MAKE LOAN TO McCREERYS 


| 
| 
| 


Letters are welcome. 


|done 17 years ago and was prior to | falling glass; on arriving at the of- 
|the ruling of the post office depart- fice this morning, all around it was 


ment relative to the inclusion of |one mass of broken glass; you just 


with advertising. 


form of advertising, but the pres- 
ent post office ruling would increase 
our postal rate from eight cents a | 
pound to twelve cents a pound if | 
such a sample were enclosed. With | 
the present circulation of more than | 
125,000 monthly for Motor Service 
Magazine, such an increase in postal 
rates makes the cost of this adver- 
tising prohibitive. 
J. V. Hunter, 
General Manager, Motor Serv- 
ice Magazine, Chicago. 
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Comments Again 

To the Editor: Again we want to 
compliment you on Harry Hibsch- 
man’s article — “Ideas — Protection | 
Against Suits Over Them.” 

This particular writeup in the 
Oct. 14 issue is packed full of prac- 
tical suggestions and we would like 
to request that you make plans im- 
mediately to reprint in booklet form 
the three or four articles that Mr. 


| The Goodyear family helped McCreery celebrate its 103rd anniversary by loaning 
the New York store the heirlooms shown here. 


| more institutional advertis- 
ers? 
The advertising profession always 
|has been famous for “inventing” 
‘ailments and new terminology. But 
|here is a classic from San Francisco, 
|not new words, just what a little 
| piece of candy can do for you. 
jamazing! “Puts vigor in your 
|vitals,’ “makes your muscles 
| hustle,” “puts whee in your knee.” 
Well, you read it. 

Soon the army will be living on 
candy. 


stuffy 


EDWIN P. BALMER, 
| New York. 
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Third Side of Watch— 
Match Triangle Presented 


To the Editor: The controversial 
|bicarbonate dredged up in your 
|columns as a result of a letter and 


Ronson Lighters’ H. A. Salzman in 
your issue of Oct. 7, has succeeded 
in making us burp. 

As agents for Croton Watch Com- 
pany, it strikes us the indignation 


McCarthy’s letter of Oct. 28 
worthy of a better cause. It is pos- 
sible, as Mr. McCarthy not-too- 
subtly infers, that Mr. Salzman was 
| motivated by purely selfish pub- 
|licity interests. Though we don't 
| know the man personally, we’re in- 
clined to believe he merely pounced 


1s 


lon something interesting, comic and | 


|coincidental in two watch com- 
|/panies using “match” themes _ in 
| advertising appearing in the same 
| publication. 

Your sub-caption under the origi- 
inal reproduction of the Croton- 
/Gruen ads was an unhappy one in 
that it gave the impression both 
‘ads exploited the same copy idea. 
This, as Mr. McCarthy points out, 
was wide of the mark. The only 
thing both ads had in common was 
the use of “matches.” Mr. Salz- 
man’s almost wistful wish that 
| “lighters” might have been used in- 
stead, impresses us as being quite 
/ normal. 

For the record, the Croton ad on 
exhibition is also one of a series 
prepared by us which has been ap- 
pearing monthly in jewelers’ publi- 
cations. Just as Gruen is unin- 
spired by Croton and Ronson, so 
Croton is uninspired by Ronson and 
Gruen. 

By now this controversy is 


“matchless”! 


ArTuur B. Lee, 
The B. D. Iola Company, Inc., 
New York. 
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Adds a Little Zest 


to Optical Advertising 

To the Editor: I think the en- 
closed will be of interest both to 
you and your readers . . . and others 
in the optical business who feel that 
optical advertising has long been in 
need of a certain degree of “oomph.” 

Reading through copies of 


my 


It’s | 


the Croton-Gruen contribution from | 


voiced in John (McCann-Erickson) | 


ADVERTISING AGE I find little or next 
to nothing about optical promotion, 
merchandising or advertising. Un- 
doubtedly, there are several in the 
field who are tired of the your-eyes- 
are-precious copy and who are 


open-minded to a more up-to-date, | 


streamlined yet ethical brand of 


wording. 


These two in a series of animal- | 


SO stvies 
] 30 COMPLETE 


ads I am running have proven most 
appealing. Customers have come 
in exclaiming that even though my 
competitors run large space ads 
they were more attracted by my 
“stuff” run 1 col. by 5 inches. 

Many people stretch their necks 
and go through other facial con- 
tortions to insure proper focus from 
their lenses thus the giraffe 
theory illustrated here. Others wear 
glasses which are forever slipping 
nose-ward and they resort to dainty 
gestures to prevent them from fall- 
ing off completely. . . 

Many of your readers wear specs 
so this bit of “optic oomph” in ad- 
vertising should carry interest. 

IRWIN GOLDMAN, 
Advertising Director, Ross Op- 
ticians Inc., Pittsburgh. 
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Old-Time Use of Sample 
in Publication Copy 


To the Editor: Relative to the 
letter from Mr. P. M. Laymon re- 
garding the distribution of sample 
razor blades through newspaper 
advertisements, we wish to call 
your attention to an advertisement 
of the Laminated Shim Company 
which was carried in the February, 
1923, issue of Motor Service Maga- 
zine. 

In the center of the advertising 
page was pasted a small 12-page 
booklet cataloging their products. 
Attached to the back page of this 
booklet was a small glassine en- 
velope in which was inserted a 
sample laminated shim. This prod- 
uct is now distributed by the Fed- 
eral-Mogul Corporation, Detroit. 

As you see, this advertising was 


Hibschman has written. 

For one, we would like to have it 
'in handy form in our bookcase. 
| Why not get it out in a little book- 
|let like Professor Young’s. It would 
|be well worth a dollar or even 
| more. 

Stuart G. PHILLIPs, 
| Assistant Secretary, The Dole 
Valve Company, Chicago. 


samples of material or swatches | had to walk on it because there w; 
Since that time | nowhere else to walk; all the win- 
we have had a number of requests|dows in the buildings around a 
from firms interested in a similar | gone 


(but not ours;) God has 
wonderfully protected our little 
spot, and we are all safe and un- 
harmed. Can’t say more about th + 
now as we are still rather ‘in’ it a 

I composed this letter last night, g: - 
ing over the points I wanted 5» 
bring out, in the midst of a terri: ¢ 
raid; guns crashing and_ she 5 
whistling over the house and oh «9 
many bombs dropping; it last q 
from about 7:20 p. m. to 6 a. 1 
and so we go on—it’s just mi: 
velous the protection we have a 
I could tell you lots of things 
only I had time, but now there 
much work I have to do to get ' 
mail out and letters attended to. 


NorMan S. Rose, 
Advertising Manager, Th 


Christian Science Monitor, Bos 
ton. 


Puzzle 


To the Editor: As rebusing ges 
gaily on its way across the country, 
with almost more testimonials in 
its behalf than those sported by 


pest 4 (OR use 


favate 


OnAreQic 


a aa 


NO OTHER REFRIGER. A™™ Has 80 REN 


mm iTs ravon, so RM a rena ce @®D 
z ca 

ANBUL $0) S—\ WOT BURN, “Swot exp). ITs 

PUN. 


0. 4 SERVES AS ITS OWN “WING AGENT, 


vgv¥sey¥ 
| 


From England 


To the Editor: Below I am giving 
you an extract from a letter written 
Oct. 16, by an employe in The 


Boston headquarters. It gives just 
one of those interesting glimpses of 
how the English people are “carry- 
ing on” in the face of conditions 
that are certainly nothing less than 
appalling: 

“T will write again later—today 
I am typing this under great dif- 
|ficulties to the terrific sound of 


| Christian Science Monitor’s London | 
advertising office, to a friend in our | 


Makes 4 


& THE most ®.oea. nernicen. A 4 OTD use 


ANSUL SULA DI- iii? -IDE 


AGENTS 4 KIMETICS “FREON-12 
ANSUL CHEMICAL COMPANY * MARINETTE, WISCONSIN 


MW THE SMALLEST oeasy 2 os. ©). vs 


aco 
| TweRe 15 AN ANSUEt JOBBER NEAR YoU! 
| 


* * * cigarets, Ansul comes up with 
a tidy rebus of its own, extolling 
|in its enigmatical text the virtues 
lof... but you figure it out. There 
are no prizes: your only reward is 
your increased knowledge of an 
| Ansul product. 


C. P. Hotway, 
Cramer - Krasselt 
Milwaukee. 


| 


others. 


from Ohio to California. 


publishing field. He is wil 


newspaper Or magazine s 


available today. What this 


man; he has facts and refe 
ments. 


You Take No Chances 


tunity to prove himself to you. 
the opportunity is there he feels that compensation will 
take care of itself. You will take no chances in hiring this 
srences to back up all my state- 
For more complete 
Apvertisinc Acer, 100 E. Ohio St., Chicago. 


® The man I am writing about is looking for a job; he is 
a man of abundant energy, a master salesman himself as 
well as a man who can bring out the best sales results in 
He has an enviable record, and although a com- 
paratively young man, he has had twenty-two years experi- 
ence with one of America’ 
Fifteen years of this period have been as an executive. 
He is a man who knows most of the large advertisers and 
agency men from coast to coast and most intimately those 


s largest newspaper publishers. 


e After two years in a business of his own, which now 
runs itself, this man finds himself unhappy away from the 


ling and able to fit himself into 


a publication in a medium or large city where he should 
prove himself indispensable. 


Can handle any important 


ales job or executive position 
better, in my opinion, than 99 out of a hundred prospects 


man is looking for is an oppor- 
Salary is incidental; if 


details address Box 3173, 


Company, F 
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ADVERTISING AGE 


STEPS UP 


H. L. Curtis 


Sales Manager 
Makes Good as 
A.M. for Shell 


New York, Oct. 30.—H. L. Curtis 
has just been made sales promotion 
and advertising manager of the 
Shell Oil Company, New York, and 
therein lies the fruition of an ex- 
periment set in motion in 1938 by 
L. T. Kittinger, marketing vice- 
president. 

Believing that advertising was so 


Testimonials 
Featured by 
Vitamins Plus 


by well-known persons whose work 
demands superior health and vital- 
ity feature the fall and winter 
campaign of Vitamins Plus, Inc., in 
a list of ten national Magazines, 
representing an increase of 25 per 
cent in the company’s magazine ad- 
vertising. Expansion of the schedule 
is expected at the end of the year. 

Under the familiar headline, 
“Life begins with Vitamins Plus,” 
various personalities in the field of 
the dance, the theater and sports 
are testifying as to the beneficial 


New York, Oct. 31.—Testimonials | paired. So she takes Vitamins Plus 


| effect of Vitamins Plus on their 
health and ability. Irina Baronova, 
|of the Ballet Russe, is described as 
one who “knows the great im- 
portance of keeping precious vital- 
\ity and sparkling health unim- 


|every day—to be sure!” A picture 
}of the dancer in action illustrates 
the copy. 

The figure of a girl, which has | 
been used in previous advertising 
|to exemplify buoyant health, con- 
|tinues to be used in some inser-| 
tions. 


tributed to druggists to supple- 
ment the campaign, the first time 
the company has used this form of 
advertising. Blaker Advertising 
Agency directs the account. 


.FTC ASKS MODIFICATION OF | 


TAMPAX, VITAMIN ADS 
Washington, D. C., Oct. 30.— 
Tampax, Inc., has signed an FTC 
stipulation to discontinue represent- 
ing that there is a consensus among 
Synecologists to the effect that there 
is no comparison between Tampax 
and the external sanitary napkin 
from a_ hygienic standpoint. The 


On the schedule are Collier’s, | statement that the American Med- 


Cosmopolitan, Esquire, Good House- 
|keeping, Harper's Bazaar, 
Newsweek, The Saturday Evening | 
| Post, Time and Vogue. 

Window displays are being dis- 


ical Association has examined and 


Life accepted Tampax for advertising or | 


that physicians as a group have en- 
dorsed the product will no longer 
be used. : 

Vitamins Plus, Inc., has agreed to 


discontinue advertising that cloudy 
or lusterless eyes or lack of white- 
ness of teeth are due to vitamin A 
deficiency. Representations that 
vitamins are of significance in de- 
termining the duration of time hair 
stays in curl or make-up remains 
on the skin surface or nail polish 
adheres to the nails will also be 
stopped. Also to be discontinued is 
the general statement that by the 
use of Vitamins Plus a person may 
expect to have sparkling eyes or 
gleaming or lustrous hair or a lovely 
complexion or that one may become 
active, gay, beautiful or charming 
or live without “let-up” or “let- 
| down.” 


| Sobel Resigns 

| A. Sklar Sobel has resigned as 
account executive of Concord Ad- 
vertising, New York. 


much a part of selling that the ad- | 


vertising manager should be a sales 
manager of proved ability, Mr. Cur- 
tis was offered the position of ad- 
vertising manager of the Eastern 
marketing unit two years ago. He 
was an advertising novice but his 
sales experience dated back to his 
high school days. On his record he 
has been put in charge of the new 
sales promotion-advertising depart- 
ment formed by the merger of the 


Eastern and Midwestern Shell mar- | 


keting units. 
Assistant to 


been manager of the advertising 


ues 


Steven 


the agency with 
as account executive. 


Henry 


WFIL Sponsors Meeting 
WFIL, Philadelphia, sponsored 

the first joint dinner-meeting of the 

Philadelphia Club of Advertising 


Women and the Poor Richard Club | 


Oct. 24 with William Chaplin of the 
International News Service as guest 
speaker, 


BMI Elects Streibert 
Theodore C. Streibert, vice-presi- 
dent of Mutual Broadcasting Sys- 
tem, has been elected a member of 
the board of directors of Broadcast 
Music, Inc., New York. Other of- 
ficers were re-elected at a meeting 
of directors and stockholders. 


Gu 


ENGRAVING COMPANY 
New York 


PH 
bla 


'TO-ENGRAVING in color process 


\ and white, Ben Day, line. 


Wi PROOFING on Four Claybourn 
Mtomatic 4-color proofing presses. 
‘AY and NIGHT SERVICE... 
301 ©. 45th Street, New York, N.Y. | 
Phe 


~: MUrray Hill 4-0715 to 0726 


Mr. Curtis will be | 
another graduate of the sales de- | 
partment, Jamie T. Irvine, who has! 


TION Pe, 
SONOTONE CORPORA be 
> ErcmsSFORODO-NEW YORK ‘ 
* | 

: EMENT OF BETTER HEARING ‘ 

ies KX WORLD WIDE ORGANIZATION OEDICATED TO THE AOVANC ) 

PA 

Re | 


August 22, 1940 


ce a % 
* + Mr. Royden M. Ziegler 
ApS Life Magazine 


Rockefeller 


Center 


| * ; New York, Rete 


department of the Midwest unit. J. | 
Walter Thompson Company contin- | 


a a , 
Se tt Dear Roy: 
gee tinue our campaign of ay 
Be Po sen Hil be riiaee starting sith. wee Soptamer Sted isons, Take Oupet 00 ya, 
eS Life, starting w eS . 
BF caer te eae as to the effectiveness of our Spring advertising in Lifet 
» . = ' t os 
Pies Our chief objective was to do a long-range — = " jot = se ie : i 
pat ho large cross-section of the American people with the dea 8 th agency of modern ats 
Bo nok the Sonotone organization is doing to solve <P Praag occ Race they , ae 
i _ eca ‘ » 
hee’ hearing aids. Normal oe porting ag Bere the subtest of tearing .obde 3 ? 
est 8 ur prospective users. rem - . ‘f 
a suas Ge came oo bebaees we could create a more general acceptance for them 


work. 


ing. 


in our future, 


At the start of all ae tae ; 
had to do - not o cause 0 

of its editorial tempo - its concern with news o 

ther news of modern living. 

which looked to be sound from every theoretica 


and solve our chief problem. 


ted and 
Beyond all this, however, was an unexpec 
vos te voluse over 1939 during the months of the ye ye Aim 
Thus, while our Life advertising was justif e 


it has brought immediate 


Theodor Swanson/s 


tisfaction 
It is a great _ i work out so well in practice. 


tasti- 
That Life has been doing this job for us our field organization certainly ts 


- which to us is the real "pay-off". 
ri pe advertising was a subject of comment on all sides in pe ge Mer 
Sales were made easier - and interestingly enough PP» ll oes pcg 
still reluctant to wear their audicles overcame their hes 


their instruments. 


and tangible returns. 


reasoned that Life was a logical medium for the job 
its large and active readership, but because 
f scientific progress as well 48 ; 


indeed, to 


Sinc 


vertising and 
Sales Promotion Manager 


Almost unanimously our dealers report 
the course of their 


very substantial increase in our 


campaign and immediately follow- f 
; as an investment 


[hander Suan tm 


see a plan 
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Wisconsin Hopes 
to Sell More 
Cheese as Gifts 


Madison, Wis., Oct. 31.—The s: te 
department of agriculture and m +. 
kets is hopeful this year of 7 
passing last year’s sale of 1,500.99 
pounds of natural Wisconsin ch: se 
,as holiday gifts. 
| This year the department ] 
offer a two and one-half po nq 
package of aged or mild Amer in 
natural cheese, brightly pack 
with holiday greetings and wrap eq 
in a transparent covering, as 1] 
as a three-pound assortment " 
sisting of limburger, brick, Ar »r- 
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GOOD CHEER CLEARLY IN EVIDENCE AT ANA MEETING 


ee 


Take the Hartford family, just 


their church and cooperating 


The Hartford family and some 
999,999 others can be sold by 
in a different 


you manner 


one-fourth of a 21,000,000 
market. 


When you approach them thru 


LIES at a line rate of $2.25. 


‘2 ‘ican and natural Swiss. 
fee | Much of the distribution of ‘he 
meee ‘holiday greeting and gift cl 
FH |packages will be through the \ is. 
BP /consin Wholesale Grocers’ assc. \a- 
3 tion. Other cooperating ager ies 
will include the Wisconsin J 


Chamber of Commerce, the Wis: \n- 
sin Manufacturers’ Association nd 


In the happy group at left, snapped at the Lord & Thomas reception before the Ad-Ribbers show at the ANA meeting, are Ww a agent " or ed 
H. W. Moloney, Paul Block & Associates; Chester Lang, General Electric Company; D. P. Smelser, Procter & Gamble Com. some 100,000 pounds last hol) iay 
pany; and Niles Trammell, NBC president. The foursome at right includes Mrs. T. H. Cardoff, wife of the Farm Journal season. 

and Farmer's Wife advertising manager; D. K. Yera, Pillsbury Flour Mills; North A. Wright, Libbey-Owens-Ford Glass Com- | The state has a contract th 


pany; and Mr. Cardoff. 


ASCAP Never Will | 
Be Missed, ANA 
Show Indicates _ 


New York, Oct. 30.—If the music 
produced by the National Broadcast- 
ing Company for the Ad-Ribbers’ 
show at the convention of the As- 
sociation of National Advertisers at 
White Sulphur Springs last week is 


of hit proportions and will be broad- 


ship of the big number, “Old Mis- 


become equally popular. 

Other songs which seem to be in 
line to be heard regularly on the air 
waves in the near future 


are Tro- 


Douglas Meservey and Lewis Tit- 
terton, all of NBC, wrote the book 
for “Comes the Evolution,” which 
showed how the good old days could 


WLS, Chicago, honored the 900,- 
000th visitor to the WLS National 


Political Rates 


of Newspapers 
Called too High 


Oct. 30.—Whether the 
newspaper is not living in the past 


Boston, 


New England Newspaper Advertis- 


cording to some of the opinions put 


: ish | attend afiaine ter Whiskers,” featured in the on record, that the political scene 
In parish and school aalrs, finale. It is a roaring patriotic song has undergone a transformation in 
; ; me ' of the “God Bless America” type, recent years and that such adver- 
Would you like to SELL MORE |. see all ais _ ? : 
: and many of those who heard it tising is classified by many pub- 
to the Hartfords? predicted that it has a chance to lishers as highly desirable. 


It was reported that one of the 
major political parties had consid- 
ered a campaign in which every 
daily in cities of more than 30,000 


mantie ditties such as “I'd Like to population was to be used. The cost, 
through the Sunday paper that Talk to You About a Dream,” by under what it regarded as obsolete 
strikes at their prime inter- Eddie Pola and Frank Steininger, rate structures, was so heavy that 
ests through Our Sunday and i Couldn't Even Speak, by Ed- |the project was abandoned as far 
; ge : s win Birnboyer and Tom Bennett. Aas newspapers were concerned. 
‘ wa Visitor and The Register. somewhat ribald offering, “It’s Hard 
gis ” ; : : to Say ‘No,’” made a hit with the Quote Old Law 
: a 25°, of all of the Catholic ANA audience, but might be con- Massachusetts has a law prohib- 
4 <a families in the United States | sidered too torrid for broadcast pur- jting solicitation of advertising from 
age buy and read these publications v Pones a ee ey any candidate. Since the statute 


does not include committees or vol- 
untary groups, no prosecution is on 
record, it was reported. 

Ernest Hoftyzer, advertising man- 
ager, Boston Record and American, 


these papers, you reach inter- be brought back by successful ad- was the luncheon speaker. He pre- 

s vada . : vertising of Bagley’s Buggy Whips, sented sales talks by members of 
ested eyes and attentive minds, | Ine. his staff. who told how they had 
loyal hearts and responsive ——_—— built up special classifications. Sta- 
hands—ONE MILLION FAMI- WLS Honors 900.000th tion WBZ broadcast this part of the 


newspaper program. 


Arthur T. Brush, Manchester 


Barn Dance Oct. 26, presenting him Union and Leader, was elected 

with a console radio and introduc- President, succeeding Rudy M. Hen- 

" ing him to the radio audience. All Nick, Waterbury Republican and 
; Barn Dance visitors that night were American, who becomes a member 
: presented with WLS lapel pins of the executive committee. Henry 


members of the executive commit- the interesting 

Henry M. Jackson has been ap- | tee are Charles McCarthy, Fall Market Brochure 

pointed sales manager of the Chi- River Herald News; John P. S. in color. describ 

cago office, radio sales division, Doherty, Lawrence Eagle and Trib- cD. pee Seti 

ew =: Columbia Broadcasting System. He | une: B. E. Warren, Jr., Nashua Tel- mq Register 


; om ‘ , ” > y ¢ + . Pars ae «: s] a. ° ° 
: Write for “Why Should 1? a saan a Gn Wellene divi oy Courant, and C. A. Bartlett, Green- able test market of 
F the booklet of se — or CBS Pacific network, with head. feld Recorder-Gazette. The New Haven 
y one million family Sunday read- quarters in San Francisco. Register? 

ing audience. 


° 
Cc. D. BERTOLET & CO., INC. 


ADVERTISING REPRESENTATIVE 


he! a 30 N. Dearborn CENtral 0481 Manchester, N. H., has retired. He the best national advertising in the 
vi CHICAGO, ILLINOIS has been succeeded by Edmund F. United States and Canada, con- 
’ Jewell, assistant publisher for eight ducted annually by Vincent Ed- 
ee neem an ema ees VOLTS. wards & Co., New York. 4 
4 ode d f J ; 
E a as , es i gee ee f 
: a: age § = eG exe ; if 


which cashed in on political cam- 
paign button popularity with their 
red, white and blue colors. 


CBS Advances Jackson 


came to the Chicago office in Sep- 


John Muehling Retires 


John A. Muehling, 78, editor and 
publisher of the Union-Leader, 


M. Healy, Holyoke Transcript-Tele- 
gram, was elected vice-president, 
and Charles O'Connor, New London 
Day, secretary-treasurer. Other new 


egraph; A. B. Lincoln, Hartford 


Borden Wins Ad Award 
The Borden Company, New York, 

has been awarded first place in the 

1939-40 competition to determine 


Forms Publicity Service 

The National Bureau of Press Re- 
lations has been formed with offices 
at 50 E. 42nd street, New York, to 
supply a publicity service to adver- 
tising agencies which do not have 
their own press departments. Ray- 
mond H. Stotter is executive direc- 
tor. 


NBC Resumes Tests 


The National Broadcasting Com- 


assignment of television frequencies 


a representative in the New York 
office. 


prize cheese makers to hold and ge 
several hundred thousand po 
and is grading and inspecting the 
natural cheese to be used. 

As in 1939, extensive newsp. der 
advertising will be used by the te 
department and cooperating a 
cies to call the public’s attentio 
the desirability of sending friends 
Wisconsin cheese at Christmas 


HERE 1S UNUSUAL ACCEPTANCE 


an indication, advertisers will have | 4s far as ji ‘ate structure for .~ pany will soon resume television _ : 
to choose one at random, and on os de : ins taste ad is far as its rate structure for polit a er Station W2XBS. Opera- The original Cradle Car Service is 
; ‘ : . te nothing to fear in 1941 from la¢ k of ical advertising is concerned was tests over Stato led i x ; on io a high class sampling idea which 
close inspection you find five ASCAP numbers on their radio pro- one of the pertinent questions dis- a W hi; Boe gee so te ae pg oe has won ready acceptance by 
i iovi “{ severi , ere : . ake cha ss re e y p ne : * 
Americans who are enjoying grams. Several of the songs were cussed at the annual meeting of the : . . manufacturers, and their advertis 


ing agencies, nation wide acclaim 


rs ee . baer ~~ cast on NBC network shows in the jing Executives Association here A Aaa eaaaeincmeeiians by newspapers and magazines, and 
for a home, owning a car, going near future. yesterday. Accustomed to the _ _ more goon eng Pro nti 
on picnics, attending the mov- Music and lyrics for the advertis- | catch-as-catch-can tactics of the ‘i a. ance by thousa s! 
ies, buying the food and cloth-  '"8 burlesque, labeled “Comes the |politician of another generation, To Farm Journal’ , 1 os ee ee 

. rie Evolution,” were written by Tom | newspapers continue to exact a pre- Paul ¢ onnell, formerly with Mid- ' 

ing that five active persons re- Bennett and Eddie Pola of NBC. mium for this type of advertising west Farm Paper U nit, vag eg The Cradle (an denice, ¢ ne 
quire, being active members of | The latter was credited with author-|in many cases. The truth is, ac- Farm Journal & Farmer's Wife as 


457 N. Kingshighway St. Louis, Mo. 


May we send you 
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STARTS PROGRAM pects a plethora of material for fu- too much commercialism, proudly of Quaker Oats are permitted to Promoted by 
= ture broadcasts. Already brought proclaiming at the opening that read their lines, though they are on ° 
to its attention are the case of the “This is not a contest.” display. The dramatics are handled Westinghouse 
young woman, fresh from a year : - i. by professional talent, the only ex- Charles H. Guy, Northwestern 
in prison on a narcotic charge, asks Uses “Loyalty” Appeal ception being the little girl who district merchandising manager for 
nnouncement business men to demonstrate the If it thus forfeits the opportunity wants a new tooth. the Westinghouse merchandising 
truth of the slogan, “You may be to give a direct filip to purchases, To get “dreams” for the initial pope has oeen Ss assist- 
e down, but never out,” by giving her the company apparently feels that program, Ruthrauff & Ryan, the wee Reagpeodboveny verge al his Tenn ‘anal 
Pee ae ay Cone Na a chance to make good on her in taking the role of humanitarian, agency in charge, resorted to dis- by S M Davison, merchandising 
sas tp tunes én diabetes Ohi merits, and a Confederate soldier it is justified in asking the patron- Play advertisements in the Chicago division manager of the Southeast- 
and different kind of radio progrzm, who, nearing the end of the long age of the public, first, because of Tribune and Life. While the re- ern district with headquarters in 
teed we wake Ge datee. tem trail, hopes for a final visit to the the healthfulness and economy of sponse was reasonably heavy, it did Atlanta Mr Dav ison is succeeded 
aiiiees wah deaste of ten battlefields which sustained Lin- its products, second and more not eclipse any records, the reason rd rons hg SOBER, former sales 
lalla cea en Wi coln’s verdict that a nation half important, because it is rendering probably being that most readers “®Velopment manager 
have the opportunity to have free and half slave cannot survive. a public service. From the adver- thought the offer was too good to 


your ambition considered for use 
on this program. Perhaps you've 
dreamed of a career, a new start in 
life, a long-needed but expensive op- 
eration, or perhaps a trip. Write full 
details today. Your letter will receive 
full and careful consideration. Ad- 
dress Post Office Box RR, Chicago 
. 

The first of these broadcasts will be 

heard over WMAQ and a coast-to coast 

NBC Red Network, Sunday, October 27 

at 4:30 PM, Central Standard Time 


Unidentified newspaper advertising 
which started off the new ‘make your 
dreams come true’ program. 


Quaker Oats 
Acts to Make 
Dreams Come True 


Rushes to Rescue of 

Needy and Helpless 

in New Program 

Chicago, 
role of the 


years ago 
Bagdad 


Oct. 28.—Assuming the 
caliph who a thousand 
roamed the streets of 
incognito so that he could 


learn the wishes of his subjects, 
and in the case of worthy ones, at 
least, cause them to be realized, 
Quaker Oats Company yesterday 


held the premiere of 
Has Come True” over 
network in behalf of 
and Mother's Oats. 

On this initial Sunday program, 
the company presented a half-dozen 
beneficiaries of a helping hand, 
Which ranged from outright char- 
ity to assistance in getting a foot- 
hold in some chosen field. The list 
aced a young woman who as- 
pired to be a motion picture star; 
another who wanted to become an 
air line hostess; a teen age girl who 
needed a tooth to replace one lost 
in an accident; a promising tenor 
who sought a chance to appear on 
i nation-wide broadcast, and 
or two others. 


“Your Dream 
the NBC Red 
Quaker Oats 


emb! 


one 


Plenty of Prospects 


demon- 
actually 


With the first program 
Strating that Quaker Oats 


Stands ready to throw a life line to 
anyone whose necessity possesses 
dramatic elements, the company ex- 


2 GS ano 
KEEPS CATALO 
SALES MANUALS 


up to the 


Sate es Fling 


tan —_* LEAF MECHANICAL BIND: he 


a 


Add or remove pages quickly, 
easily 


Amazing page strength pro- 
tects pages 


Offers maximum visibility 
Use with any cover material 
Smart and Inexpensive 


Rit: Fe iS 


le give you complete information on the many 
um features of Swing-O-Ring. Also, to demon- 
Sr ow Swing 1) Ring works, we will send you 
fre 


Swing-O-Ring pocket notebook. Write todoy 


SWING-O-RING, INC. 
318 Dean Street Brooklyn, N.Y. 


While striking a new note in the 
realm of sociology, 
possesses significant implications for 
advertisers. By 
can play 
and the 


ing new 
loyalty, 
its nature, box tops | by 
no part in the broadcast, 
company seems to disdain 


the program also 


Few of 


tising viewpoint, it is therefore giv- 
meaning to the appeal of 

worn threadbare in the past 
advertisers offering good prod- 

ucts plus entertainment. 

those receiving the help 


be true. 


Newsweek 
building at 
street, New 


Broadway a 
York. 


has moved to 


“Newsweek” Moves 


its own 


nd 42nd 


Turner to Frankel-Rose 

Turner Mfg. Company, 
maker of furniture 
tures and mirrors, 
Frankel-Rose 
handle 


Chicago, 
novelties, pic- 
has appointed 
Company, Chicago, to 
its advertising 
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Split-Run Copy Test- 

ing will help give you 
the right answer. The Continuing Study 
of Newspaper Reading has emphasized the 
importance of good copy. But what con- 


stitutes good copy from the standpoint of 


producing sales? Only testing will tell. 
The Chicago TIMES now offers the ad- 
vertiser the opportunity of checking two 


distinet pieces of ad copy in the same me- 
dium, on the same day, in the same page 
position. These two pieces of copy will 


be distributed in alternate papers on every 


newsstand and in every home delivery 
bundle throughout the entire circulation. 


\ perfect split test can be made of every 


‘TH E 


USING THE 


‘ a 


rm 


“ 
iN 
Wiiiwe 


2 | 


economic and geographic area covered by 


The TIMES. Kach piece of Copy appears 
before exactly the same number of people 
at exactly the same time. The results. 
checked by keyed coupons or hidden 
offers, definitely show which copy angle 
strikes response, 

This test in the second largest market 
in America is good copy insurance, The 
results obtained at small cost from the 
more than 404.000 readers of The TIMES 
are an excellent gauge for other markets. 


— 
For 
tite 


further information on this scien- 


method of developing advertising 
copy that produces sales, see or call a Chi- 


cago TIMES representative today. 


i TIMES 


CHICAGO'S P Shure NEWSPAPER 
NATIONAL REPRESENTATIVES 


R.J. BIDWELL 


SAN FRANCISCO NEW YORK 


SAW YER-FERGUSON-WALKER CO. 
DETROIT CHICAGO 


N. ANGIER 
ATLANTA 


Il 


I 
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Agencies Using 
the Split-Run Test 
in the TIMES 


Erwin, W asey & Co.. Ine. 
Fuller & Smith & Ross Ine. 


W. Kastor & Sons 
ing Co., 


Advertis- 
Ine. 


Hutchinson Advertising 
Company 
Hudson Advertising Co. 


ia We 


Ramsey Company 
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November 4, 1949 


Field Liberal in 
Arrangements for 
Drafted Manpower 


New York, Oct. 30.—Liberal pro- 
visions for employes called for mili- 
tary service are being worked out 
by leading advertisers, agencies and 
publishers, a survey among repre- 
sentative companies has disclosed. 
Because of the view that the 
centage of men drafted in the near 
future will be small, 
is that the burden imposed on em- 
ployers will not be heavy. 

In every case investigated by 
ADVERTISING AGE, it has been stated 
that the positions of men entering | 
the service will be held open for | 
them. In addition, 


for those entering training. The 
question of supplementary com- 
pensation is being handled in vari- 
ous ways, but payments ranging all 
the way from one to three months’ 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing—Mimeographing 
THE LETTER SHOP, Inc. 


440 So. Dearborn St. Wabash 8655 
CHICAGO 


already in force will be maintained | 


per- | 


the consensus | 


| 


| 


| 


group insurance | 


| 


——— 


AGENCY HEADS CHAT WITH FOUR A'S HEAD 


William Brewer, Brewer-Weeks Company, San Francisco, tells an interesting story 
to Dana Jones, Dana Jones Company, Los Angeles, and John Benson, president, 
American Association of Advertising Agencies, at the Del Monte conference. 


salary are to be made. 

The opinions expressed by agen- 
cies and advertisers emphasize the 
fact that each case will be consid- 
ered on an individual basis. If 
training will result in hardships on 
dependents, a more liberal policy 
will be followed than in some other 
cases. In general, however, the 
plan is to extend full cooperation 
to those who are called for service 
in the military establishment. 


Wales Adds Two 


Wales Advertising Company, New 
York, has been appointed to handle 


|}advertising of the Kirkwood Hotel, 


Camden, S. C., and Whitehall Inn, 
Camden, Me. 


Joins “Song Hits” 

Benjamin G. Oman, formerly in 
transportation advertising with the 
Collier organization, has joined the 
advertising staff of Song Hits. 


“Hot Shot 


Sambo” Can’t Lose... 


g 
é - 
a 
a 


He’s the race track tout and has a winning 
ticket on “em all-——at someone else’s expense 
not his! 

Indeed, “Hot Shot” 


To listen to his chatter, whether it’s horses 


is a master salesman! 


at the track or “sure things” for your business, 
is a foolish gamble. However, much to our 
regret, most of us have followed the “tips” of 
his kind at some time or other and have found 


ourselves among the “also rans.” 
The Photostatic industry like most indus- 
tries, has its share of “Hot Shot Sambos” with 


Fortunately they represent 


“Sure Shot” ideas. 
me a small minority, thanks to the leaders of our 
as profession who are constantly on the alert 
, upholding ethics of the trade. 


Atlas commanded 
attention in the Photostatic world 


And speaking of leaders, 


by introducing and pioneering 
the Jumbostat, Glossystat, Super- 
imposed Stat, Color Toned Stat, 
Atlastat, Bas-Relief Stat, Color 
Corrected Stat, Atlas Display 


” 


WHltehall — 
7575 


ATLAS PHOTO COPY COMPANY 


Print and many mechanical and chemical con- 
tributions that have been universally adopted 
by the industry. All these innovations are the 
result of theories made practical by a desire 
to maintain leadership. 
Atlas has no “Hot Shot” 


Atlas does enjoy a reputation of making the 


ideas to offer. but 


best Photostat Prints obtainable and coupled 
with five conveniently located studios, renders 
the fastest service possible. This combination 


is a “sure winner” every day in the week and 


is backed by an absolute guarantee of your 
satisfaction or no charge! 
In the “ 


next race” for time, quality and per- 


sonalized service call Atlas, Whitehall 7575, 
and you'll find yourself holding a “winning 
ticket” on this “winning combi- 
nation.” Try us on your next 


order and be convinced that 
ATLAS Photostat Prints are like 
Thoroughbreds—There IS a dif- 


ference! 


225 MW. MICHIGAN AVENUE 
G19 HM. MICHIGAN AVENUE 
221 MW. LASALLE STREET 
104 S. MICHIGAN AVENUE 


eA eee 
tide a ’ 


| Significant Developments 


On Getting Something 

Out of Conventions 

| “What do I get out of conven- 
|tions? Are they worth the money? 
|Are they worth the time?” While 
|these questions might be answered 
| with the usual truism, “You get out 
‘of them what you put into them,” 


editor, Ice and Refrigeration, says 
the more critical and thought pro- 
voking response would be to an- 
swer the questions with another: 
“What do you want to get out of 
your convention?” 

The answers to that question, he 
|asserts, if honestly made by those 
attending conventions, would 
greatly assist those who have the 
responsibility for arranging conven- 
tion programs. Such answers also 
would permit a rather fair and ac- 
curate evaluation of conventions 
and explain much that goes on at 
conventions of an extra curricular 
nature, the very thing that raises 
the serious question as to whether 
the whole convention is worth the 
time and money expended for at- 
tendance. 

While the writer believes that the 
relaxation from business worries 
and from habitual dignity which 
usually prevails at conventions is a 
desirable thing, he points out that 
it would be helpful if all of us 
would go to conventions determined 
to have a lot of fun, but to so dis- 
tribute our wits and our strength 
that we will bring to both the busi- 
ness and the social functions the 
freshness of mind and personality 
that will enable us to profit from 
the one and enjoy the other. More- 
over, he says, the friends whom we 
are with but a few short days each 
year are entitled to have us at our 
best. And it would be well for us 
to include in our pledge that we 
are going to visit every display at 
the convention. 

Conventions are the only device 
which can graphically bring out the 
| best thought and best experience in 
the progress of an industry, the 
writer asserts. Our convention pro- 
grams challenge our mental capaci- 
ties, our adaptability, and our effi- 
ciency. If our heart is in our busi- 
ness, if we are determined to build 
soundly for the future of ourselves 
and our group, and if we are deter- 
mined to give value received, with 
a big plus, to those whom we serve 
and whose money enables us to hold 
our place in the business scheme, 
then we need not only go to our 
conventions, but we need to put in- 
to them the best we have in our 
mental makeup and in our per- 
sonalities. 


How a Year of War 
Affected Exporters 

As American exporters faced the 
| beginning of the second year of the 
war, 
| November, they 
| victorious over a long chain of ship- | 
ping and financial complications, 


the field of deliveries as the United 
States defense program gets under 
way. 

In the first 12 months of the war, 
despite the closing of nearly all the 
continental 
American exports showed an in- 
crease of 37 per cent over the same 
period of 1938-39. American im- 
ports also showed an_ increase, 
though smaller, gaining 20 per cent. 
The figures for the twelve months 
ended August of each year are as 
follows: Exports, 1939, $2,941,649,- 
000; 1940, $4,016,000,000. 
1/1939, $2,110,887,000; 1940, $2,535,- 
000,000. 

In the 11 months ended July, geo- 
graphical changes in U. S. exports, 
exclusive of Europe 
'were as follows: To Central Amer- 
lica and West Indies, plus 25.3 per 
cent; to South America, plus, 57.2 
}per cent; to Asia, plus 22.3 per cent; 
to Oceania, plus 15.6 per cent; to 
Africa, plus 15.1 per cent. 

Although popular 
been largely concentrated on 
'South American market, 


the 


The Business Digest 


Reported by the Business Press 
Edited by RALPH 0. McGRAW 


|Gen. P. A. Weatherred, contributing | 


says American Exporter for | 
found themselves | 


but likely to face new problems in | 


European markets, | 


Imports, | 


and Canada, | 


attention has | 


the pub- | 


—— 


in Trade and Industry as 


lication points out that even afer 
eliminating shipments to Eurvne 
and Canada only 29.3 per cent of 
our exports of finished manuf. «- 
tures are going to South Amer a, 
and only 48.6 per cent to al! of 
Latin America. Thus 51.4 per it 
of current U. S. manufactured | x. 
ports, other than those to Can da 
and Europe, are going to A ig 
Africa, Oceania, and English-spe « 
|ing markets in North America. [n 
ithe 11 months ended July, A-ia 
bought 99 per cent as much Am: -i- 
can finished manufactures as id 
South America. 

As regards imports, the giins 
other than those from Europe | nd 
Canada were as follows: Cen a] 
America and West Indies, 29.4 er 
cent; South America, 27.1 per cent: 
Asia, 45.4 per cent; Oceania, 4 
per cent; Africa, 56.5 per cent. In 
recent weeks, the publication s: ys, 
export and import trade have p-o- 
ceeded on a fairly even keel, w ith 
|\few changes in requirements, © nd 
few if any new complications. 

Another interesting point is 
brought out. Although the bliiz- 
krieg on England started in August, 
there was no interruption of British 
shipping. Instead, on the average 
a ship left the port of New York 
for Great Britain every 14 hours 
in August. There were 53 sailings 
from New York to Great Britain in 
that month. This was a little over 
10 per cent of the total number of 
vessels clearing from the port of 
New York in August in all foreign 
trade. 

Warehouses handling export-im- 
port freight in the port of New York 
reported an average occupancy of 
73 per cent as of Aug. 31. 


RCA Moves Knaut; 
Three Others Named 


J. M. Knaut, who has been in 
charge of financial and accounting 
activities for the past eight years 
with RCA Victor Argentina, at 
Buenos Aires, has been appointed 
manager of RCA photophone sales 
in the RCA Mfg. Company’s inter- 
national division. 

E. M. Roberts, formerly vice-pres- 
ident of RCA Victor Company of 
China, has been named vice-presi- 
dent and treasurer of RCA Victor 
Argentina with headquarters at 
Buenos Aires. Dan Des Foldes, 
associated for many years with in- 
ternational record and_ recording 
activities at Camden, N. J., has been 
transferred to RCA Victor Argen- 
tina where he is in charge of rec- 
ording and _ record sales, being 
succeeded as manager of artists and 
repertoire by G. G. Connelly. 


Herbert Doak Resigns 


| Herbert R. Doak has resigned as 
‘secretary and treasurer of Ward 
| Wheelock Company, New York, to 
pursue personal interests. He has 
been associated with the agency for 
39 years. 


fh HOW TO GET 
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| Consume 
Advertisin 
at LESS cos 


There are still many adver- 
tisers who buy large qua ti 
ties of consumer broads (es 


printed by slow, cos ly 
| | methods. 

Scores of nationally know" 

manufacturers are using 


Newscolor — printed 1n_ ull 
colors on high-speed ro''ry 
color presses. If you're 10 
acquainted with Newsc ‘of 
we'd like to introduce )0U- 
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- . , — Seay ones 
in these two products and this fact ; ; = . vance predictions. It had been 
INNOVATION comes in for its share of linage. Shift Edison G E Heads New York Fair |hoped to record 50,000,000 during 


GGEST FOOD \EWS IV YEARS... 


Luxurious Catsupand 


8 Chili Sauce in Twin 
d 4 Krystal Bowls to put 
mw Right on the Table! 


eng Cover elherens rom omy etter a she 
on warld. Nene mune me one cee e lnaneed oe Rewer 
Carey ond Chal: Sees with genuine Melithenay 
Se Tehence Bates Rew! Comp and Chit 
ee erervene co hele hemerlwen whe Semen cre packaged «how! of cack oe an ate 
coe manend of heempung + beerlel tractive bee ond yellow Kendimeas Kin As 
$s amathar revelamen comer when you ¥ a Washengron's beware stores Take youn 


ewe ond Che Sewer! Marvelous cane: heme © phone le | coder 


Buffer Bout, 


? J Ritter Company, Bridgeton, New Jersey « Fine Foods Since 1854 

P. J. Ritter Company, Bridgeton, N. J., 
has introduced a new "Buffet Bowl” con- 
diment kit containing catsup and chili 
sauce in a package of twin crystal bowls. 


The advertisement shown here ran in two 

colors in the Washington Post. The 

Clements Company, Philadelphia, is the 
agency. 


Catsup Bottle 
Lampooned in 
Ritter Campaign 


Philadelphia, Oct. 31.—Test cam- 
paigns are under way in New York 
and Washington, D. C., in which P. 
J. Ritter Company is introducing 
its catsup and chili sauce in grace- 
ful glass bowls instead of the tradi- 
tional bottles. Besides their eye 
appeal the bowls are reputed to be 
easier to use and, according to cur- 
rent copy, they eliminate “bottle 
thumping.” A bowl each of the 
catsup and chili is being merchan- 
dised in a blue and yellow carrier, 
the unit being called “The Buffet 
Bowl Kondiment Kit.” 

The New York campaign is cen- 
tered in The New Yorker and on 
WOR’s daily McCann pure food 
hour. The advantage of bowl over 
bottle is developed in The New 
Yorker by means of cartoons with 
such headlines as “Who Wants to 
Play Smack the Bottom?” Weekly 
insertions are scheduled. A 1,000- 
line advertisement in the Washing- 
ton Post preceded weekly insertions 
in that city. 

A supplementary copy theme is 
the exclusive flavor of Ritter cat- 
sup and chili sauce. The company 
Points out that it is an exclusive 
user of genuine MclIlhenny tabasco 


| 


BEST PROOF of the 


importance of the Purchas- 
Executive in industry is the 


ha-d cash that advertisers are 
sp nding to reach him — 91% 
m advertising in PURCHAS- 
IN. this year than last! It belongs 
on our schedule. Conover-Mast 
Co >oration. New York, 205 E. 
$2.1 St.; Chicago, 333 N. Mich. 
Ay. Cleveland, Leader Building. 


ROASTING 


The Clements Company, Phila- 


| delphia, is handling the campaign. 


Expand Lutheran Hour Net 


Ten stations have been added to 


ithe Lutheran Hour network over 
i|the Mutual Broadcasting System, | 


bringing the total to 127. The pro- 


gram began Oct. 27 and will con- | 
half-hour Sunday | 


tinue as a 
program for 26 weeks. Kelly, 
Stuhlman & Zahrndt, St. Louis, is 
the agency. 


Seeks Tourist Ad Unity 


E. G. Rowebottom, deputy minister 
of trade and commerce for British 
Columbia, has been conferring with 
Dominion authorities to seek a 
standardized signature cut for all 


government tourist advertising. 


A. A. Borgemenke, sales manager 
for the Philadelphia district of the 
Edison General Electric Appliance 
Company, has moved his headquar- 
ters to New York from which he 
will supervise both the New York 
and Philadelphia districts. W. L. 
Sayre, former New York head, be- 
comes manager of the Buffalo dis- 
trict. Charles Griffith, former 
Buffalo district head, becomes Chi- 
cago manager. Ross R. Smith, 
manager of the kitchen sales divi- 
sion, has moved to Washington, 
D. C., to cooperate on Federal Hous- 
|ing projects. 
| ——— 
Joins Liquor Papers 

George W. Blakeley, formerly 
| with Union Server, has joined the 


| staff of Liquor Publications, Inc., 
New York, in an executive capacity. 


Winds Up After 
Two-Year Run 


New York, Oct. 30.— The New 
York World’s Fair, the $155,000,000 
exposition which represented an in- 
vestment of some $50,000,000 by 
national advertisers, closed its gates 
for the last time here this week. 

The Fair attracted over 45,000,000 
paid admissions during its two- 
season run. The largest single day 
crowd, about 538,000, was attracted 
on closing day as exposition execu- 
tives finally achieved their objec- 


tive of a half-million patrons on 
one day. 
Attendance was far below ad- 


the 1939 season, but only 26,000,000 
attended. The 1940 turnout of 19,- 
000,000 was considered satisfactory 
in view of the 1939 total. Fair cor- 
poration stockholders will receive 
about 40 cents on the dollar on their 
investment 


Ohio Agency Adds Three 

Dry-Tab Package Sealer Com- 
pany and Sentry Stop-A-Draft 
Company, both of Cleveland, have 
appointed Ohio Advertising Agency, 
Cleveland, to handle their accounts. 
Samuel L. Abrams is account ex- 
ecutive. Business publications will 
be used. Walter Ibold Company, 
Cincinnati, maker of Ology cigars, 
also has appointed the Ohio agency 
to handle its radio advertising. 


Eyer Peay 


not so good. 


groups. 


REPRESENTED 


you can’t haul a 6-ton load on them tires! 


"SIR," said Banker Spencer Carruthers’ chauffeur, “the tires on the Rolls are 
I suggest we replace them all, including spares.” 
white sidewalls at $52.00 each! 


and gasoline and oil, and most anything you care to name. 


| Dooley, or tires to all of them, here is an important fact: 


- : Pare ¥- 


(Wow! Six 


Oh, well—Spencer can stand it.) 


“DARLING,” wailed Mrs. Tracy Robinson, “I’m sorry to bother you at the 
office, but the left rear tire just blew, and the others are as smooth as glass. 
The man says he’ll give us six months to pay. Shall I buy them?” 


“SORRY, BUDDY," said the Highway Patrolman to Shamus Dooley, “but 
No ticket this time, but have 
some rubber on that bus before you haul a load out this way again.” 


So they Ml bought Stree 


Yes, sir, they're all different, but they all buy tires! And they all buy food 


Some adver- 


tisers can afford to specialize, but MOST advertisers must reach ALL 


Whether you sell yachts to Carruthers, pencils to Robinson or overalls to 


The Evening 


| Herald and Express reaches MORE families in ALL income groups in the 


rich ABC City Zone than any other Los Angeles daily! 


LOS ANGELES EVENING 


HERALD EXP 


NATIONALLY 


<a 
%. 
4 
i 


BY 


AE dd 


PAUL BLOCK 


Sell Where Selling Is 
EASIEST 
With the 


Paper That 


Reaches MOST Prospects 


AND 


ASSOCIATES. 
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Forms Program Bureau 


World Broadcasting System has 
formed a program bureau to co- 
ordinate the planning and produc- 
tion of network and transcription 
programs. Aaron B. Steiner, for- 
merly with Leading Attractions, 
Inc., New York, heads the new de- 
partment. 


Two Hotels to Wales 

Wales Advertising Company, New 
York, has been appointed to direct 
the promotion of the Kirkwood, 
Camden, S. C., and Whitehall Inn, 
Camden, Me. Newspapers and mag- 
azines will be used for the Kirk- 
wood campaign, beginning in No- 
vember. The Whitehall campaign 
will begin in the spring. 


Stewart's Coffee 
to Roche, Williams 

Stewart & Ashby Coffee Com- 
pany, Chicago, has appointed Roche, 
Williams & Cunnyngham, Chicago, 
as its agency. R. F. Finnegan is 
account executive. 

Newspapers are being used in 
Chicago and surrounding territory. 


To J-W-T India Office 

Jenson & Nicholson, India, has 
appointed the Calcutta office of J. 
Walter Thompson Company to han- 
dle advertising of its paint and 
varnishes in India, Burma 
Ceylon. 


HOW TO 
go-to-towns 


No less an authority than President 
A.C. Nielsen of the great Chicago 
research organization says, ‘Manu- 
facturers usually underestimate the 
buying capacity of small communi- 
ties and rural areas. They look at 
their charts for a particular com- 
munity; feel that the business is not 
worth going after. Most of their total 
potential volume (our italics) is to 
be found in small communities and 
rural areas.” 


HAVE YOU MOVED AGAIN ? 


No van shortage in towns under 25,000, 
where 92°% of the families live in individ- 
ual homes; usually own them. No kitchen 
range or refrigerator comes “with the lease.” 

Frigidaire, Kelvinator, Norge, Servel Elec- 
trolux, and Westinghouse go after a lot of 
their total potential volume via THe House- 
HOLD MaGazine. Itleads in electric refriger- 
ator advertising. It has 78% of its 1,825,000 
circulation in towns up to 25,000. That's 
where electrical development is fastest to- 
day —and that’s where 66% of appliance 
dealers are located! You could help your 
dealers with HOUSEHOLD, and they know it. 


Places of less than 25,000 population 
have 56% of all U.S. cars—82% of all 
U. S. car dealers—74% of all U. S. fill- 
ing stations and 59% of sales—8 cars in 
every 10 families. Car owners in the 
smaller cities and towns have time to use 
their cars—and they can afford to use 
them a lot. True, they can motor any- 
where to shop, but wherever they buy, 
you sell them exactly where they’ re living 
by advertising in HOUSEHOLD. 


Go to towns and rural communities under 
25,000 ... where retailing is best today 

.. where 59.9% of U.S. people live... 
and they live! Cover them with Tur 
HouseHotp Macazine, Published by 
Arthur Capper, Topeka, Kansas. New 
York, Chicago, Detroit, San Francisco. 


wn 


and 


Getting Personal 


Apparently George W. Penny, Jr., a.m., Rumford Chemical Works, 
is an expert on other subjects besides food. His knowledge of auto- 
mobiles, for example, helped him to walk off with the $64 top prize 
offered by Bob Hawk on a special “Take It or Leave It” program at 
the ANA convention. . . 

Mrs. L. E. Meyer, wife of the Kleenix a.m., was the recipient of 
a similar stack of ANA dollars. Her subject was flowers. . . Com- 
petitors Tom 
Young, a.m., U. A LOT OF ROASTING GOING ON 
S. Rubber Co., 
2aG@ 23: Me 


Hough, a.m., 
Goodyear Tire 
& Rubber Co., 
didn’t fare so 
well. 

Low gross 
in the ANA 
golf tourna- 


ment was 
turned in by 
Thomas M. 
Bloch, president 


of Mail Pouch 

Tobacco Co.,, 

who is known 

as one of the 

best linksmen This foursome of doughty chefs includes the following Kel- 

in the WeSt  Vinator executives: Charles T. Lawson, manager of the house- 

Virginia area... hold appliance division; E. Ray Legg, Western sales man- 
Jim Mc- _ ager; Steele R. Sellers, range sales chief; and T. A. Farrell, 

Glone, member head of the commercial, parts and service division. The 

of the Esquire cooking demonstration was staged for the benefit of district 

sales. staff, managers. 

evinced more _ 


than casual interest in the opening of Broadway’s newest revue, “ ’Tis 
of Thee.” Reason: a prominent member of the cast is Jane Hoffman, 
who impressed the critics with her monologues and pantomime. In 
private life, Miss Hoffman is Mrs. McGlone. . . 

A dozen officers and employes of the N. Y. office of Albert Frank- 
Guenther Law, all of whom have been with the agency for a quarter 
century or longer, were feted at a dinner thrown by the AFGL Club. 
Heading the guest list were Rudolph Guenther (45 yrs.), former board 
chairman: Vietor J. Cevasco (39), v.p. & sec.; Frank J. Reynolds (32), 
president; Jacques H. Herts (28), v.p.; Hamilton St. John Harvey 
(27), v.p.; Russell Law (27), present board chairman; Emmett Cor- 
rigan (25), v.p. & treas.; and Frank D. Cruikshank (25), v.p. . . 

Robert Hinshaw, of McCann-Erickson, is engaged to Lillias Dulles, 
Gotham Junior Leaguer. . . Paul Patterson, prexy of the Baltimore 
Sun, learned only recently that daughter Polly had been married for 
four months, following an Elkton elopement. . . 

John Van Horson, mgr. of the merchandising dept. at Young & 
Rubicam, recently married the former DeVere Zimmerman, head of 
the Y & R publicity dept. in the Hollywood office... Ray Vir Den, 
v.p., Lennen & Mitchell, is chairman of the executive committee of 
American Writers for Wendell Willkie. . . 

Bob Pebworth, editor of the ‘“‘News-Graphic,” employe newspaper 
of Sears Roebuck & Co., accepted a little item Oct. 24 weighing 7's 
pounds, named Donald Aubrey, 
at Woodlawn Hospital, Chicago. 
Mother and child are doing 
splendidly, Bob reports. This is 
boy No. 2. . . Steve Manookian, 
dir. of publicity for WORL, Bos- 
ton, has forsaken the joys of 
bachelorhood. 

A tiny little, blue covered 
booklet entitled “Jimmie K., A 
First Edition,” by Edna and Mike 
Lebensburger, the latter adver- 
tising manager of the Bernheim 
Distilling Company, New York, 
announced the arrival of their 
boy Oct. 8... Albert Greenfield, 
advertising and sales promotion 
manager for the Raygram Cor- 
poration, New York, has just re- 
turned from a three-week photo 
tour of Haiti where he presented 
a photograph, taken on a previ- 
ous trip, to Stenio Vincent, presi- 
dent of Haiti... 

Sterling Peacock, v.p. and 
mgr. of the Chicago office of 
N. W. Ayer & Son, shook hands 
with his third hole-in-one Oct. 
26 at the Westmoreland Country 
Club, Wilmette, Ill., when he 
scored an ace on the 17th hole. 
Eight years ago he sank his tee 
shot on this same hole, using 
the same size club. Hole-in-one 
No. 1 was scored in 1926 in Cali- 
fornia. “Who says there aren't 
compensations for a 95 average?” he challenges. . . 

Edward D. Becker, business manager of the Pittsburgh Sun- 
Telegraph, is passing around the cigars over the arrival of a bouncing 
baby born to Mrs. Becker Oct. 26 at Bon Hospital, 
Baltimore. . . 

Robert D. Carpenter, a.m. of the Fond du Lac, Wis., Dry Goods 
Company, will marry Miss Dorothy Hornung Novy. 21. William 
Cody, classified a.m., Boston Evening Transcript, is teaching adver- 
tising at Suffolk Law School... 

Curtis H. Gager, president of Walter Baker & Co., and General 
Foods President Clarence Francis, and Chairman Colby Chester par- 
ticipated in a special ceremony commemorating the 175th anniversary 
of the chocolate company along with Mayor Maurice J. Tobin of 
Boston. Part of the ceremony was broadcast over WORL. . 

Henry Doorly, publisher of the Omaha World-Herald, wrote a 
fascinating autobiographical sketch covering his 37 years with the 
paper on the occasion of its 75th anniversary last month. It was 
unusual not only because of its intimate style but also because of the 
purely personal material it presented. . . 


DOING ALL RIGHT 


Ken Gifford, vice-president in charge of 
sales for Schick Dry Shaver, has just 
returned from a cross-country marathon 
that took him to the West Coast. To 
prove that he got properly in the West- 
ern swing, he brought back this picture 
of “man at work’ from Lake Arrowhead, 
in the mountains near Los Angeles. 


son, Secours 


Drive Runs in 13 
Business Papers 


Lancaster, Pa., Oct. 31.—The 
heaviest campaign on asphalt tile 
flooring ever launched has been 


planned by Armstrong Cork Com- 
pany in a fall campaign embracing 
34 color pages in 13 business papers 
in several different fields. 


“The Low-Cost Floor with the 
Luxury Look.” Advertising will 
also announce a 10 per cent price 
reduction in asphalt tile and a 5 
per cent cut on industrial asphalt 
tile. 

The schedule includes American 
Builder & Building Age, American 
Druggist, American School Board 
Journal, Architectural Forum, 
Buildings & Building Management, 
Business Week, Chain Store Age, 
Flooring, Hospital Yearbook, In- 
|terior Design & Decoration, Modern 
Hospital, Pencil Points, Progressive 
|Grocer, Restaurant Management, 
jand Sweet’s Architectural Catalog 
| File. 
| Armstrong has also produced a 
sales portfolio on asphalt for the 
‘first time. It is designed to give 
|the more than 2,650 contractors 
‘handling the line latest information 
|about the product, plus a variety of 
selling helps and newspaper, radio 
and direct mail advertising sugges- 
| tions. 

Batten, Barton, Durstine & Os- 
born, New York, is the agency. 


Harris President of 
Advertising-Radio 
_ Samuel M. Harris has been elec- 
ted president of Advertising-Radio 
Service Company, St. Louis. James 


J. Langen is the new vice-presi- 
dent. 
Both have been with Anfenger 


Advertising Agency, St. Louis. 


To Kenyon & Eckhardt 

Shaw-Walker Company, New 
York, has appointed Kenyon & Eck- 
hardt, New York, to handle adver- 
tising of its office furniture and fil- 
ing equipment. 


| stress 


November 4, 1949 


————_ 


Increase Stress 
on Lab Tests 


New York, Oct. 29.—Increa oq 
emphasis on laboratory testing 4- 
cilities maintained by the Qua ‘y 
Bakers of America will be featu -q 
in 1941 advertising of the 80 m: 4- 
bers of the group, it was reve: 4 


|here at a sales conference. 
All copy will stress the slogan, | 


Ralph W. Knox, QBA directo: of 
advertising, told ADVERTISING E 
that the emblem used for years »y 
members of the group will 4 
amended for 1941 to include e 
line “this seal on a product me 4s 
laboratory tested.” 

Promotional material preps od 
for use by member-bakers next ) ar 
will be built around the theme of 
“confidence,” which will be tied in 
with the 1940 slogan, “The Am: rj- 
can Way.” One series of 24-s! et 
posters, for example, will feat .1¢ 
bread by showing a housewife | nd 
the caption “I buy with conii- 
dence.”’ The product will be labe ed 
as “prepared the American W:...” 

Newspaper advertisements \ iI] 
quality and the laborat. ry 
testing under such headlines as 12 
stomachs with the privacy of a ¢ \\d 
fish.” Copy for this insertion po ‘its 
out that in the laboratory 12 ‘e- 
}torts simulate the human stom. ch 
|in testing all baked products s ld 
under the QBA emblem. Otvver 
copy will highlight a tie-up with 
the Good Housekeeping seal of p- 
proval, the use of which has been 
granted to 21 members of the group 


Buys “Decorator” 


Charles E. Whitney has resigned 
as vice-president of Anderson Pub- 
lishing Corporation, New York, and 
has purchased Interior Decorator 
from Clifford & Lawton, Inc., New 
York. The November issue will be 
the first under his direction. 


E. V. Murphy Appointed 
E. V. Murphy, who recently con- 
ducted his own publication repre- 


sentative business, has been ap- 
pointed national advertising man- 
ager of the San Antonio Express 


and Evening News. 


With an Average Annual Volume 
3 7 % Greater than the Rest of the U.S! 


What's more, Southern and Southwestern hardware and 
implement dealers are assured of an additional sales im- 


petus from an unprecedented surge of building. 


August 


construction bulletins from the Atlanta Federal Reserve 
Bank reported the Sixth District leading the nation with 
an all-time high of 97'. million dollars in construction 


contracts for the month... 


second-ranking New 


nearly twice as much as the 


York District with its 55 millions. 


Do You Sell the South? 


The Southern hardware merchant supplies 


a wider than 


small-town trade; he has a different 


usual variety of needs to his 


view- 


point, requires a different sales approach, 


Southern Hardware 


supplies the market 


reviews and merchandising ideas that fit thi« 


special view point, 


of practically 


ware outlets 
national 


a a 


With thorough coverage 
every Southern hardware job- 


ber and SO% of the South's 9000 retail hard- 
(twilee as many as its nenrest 
competitor), it's 
dium fer selling the hardware South! 


your togical me- 


SOUTHERN 


GRANT BUILDING 
COTTON © ELECTRICAL SOUTH © SOUTHERN POWER AND tnOUSTRY © SOUTHERN aUTOMOTIVE - anat 


HARDWAR& 


. 


ATLANTA. GEORGIA 
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New Business 
Paper Group 
Is Organized 


ew York, Nov. 1.—Formal or- 
gar ization of the National Business 
Paners Association, launched by a 
groip of members of Controlled 
Cir ulation Audit, was marked here 
toiay by the 
election of Rex 
W Wadman, 
Diesel Progress, 
as president. 
Headquarters 
have been estab- 
lished at 2 W. 
45th street, with 
Fre ierick S. Sly 
as treasurer and 
adrninistrator. 

Membership in 
the new associa- 
tion was de- 
scribed as “open 
to business, industrial, trade, pro- 
fessional and class_ publications 
meeting the membership standards.” 
The broad purposes of the new 
group are “to promote a greater 
understanding of the function and 
influence of the business press and 
to provide a central organization 
for the interchange of information 
among members for the benefit of 
all.’ 

In addition to Mr. Wadman, of- 
named were vice-president, 
A. F. Lewis, Graphic Arts Monthly; 
and secretary, John T. Ogden, Glass 


Rex W. Wadman 


ficers 


Packer. The executive committee 
consists of the officers and Lester P. 
Aurbach, Industry & Welding; 
Preston J. Beil, Syndicate Store 


Merchandiser; Flint Garrison, Gar- 
rison’s Magazine; Charles H. Gou- 


diss, Jr., Forecast for Home Eco- 
nomics; M. O. Haggerty, National 
Laundry & Dry Cleaner; John L. 
Hoppe, Meat Merchandising; Walter 
T. Hudson, Earnshaw’s Magazine; 
nd A. F. Voss, American Paint 


journals Company. 


Changes at “Chatelaine” 
Announced by MacLean 


Noel R. Barbour, who has been 
in charge of merchandising promo- 
tion for the magazine division of 
the MacLean Publishing Company, 
Toronto, has been named advertis- 
ing manager of Chatelaine, MacLean 
publication, succeeding John R. 
Thompson, who has been made 
vice-president of Tradepress Pub- 
lishing Corporation, Chicago. 

S. M. Huestis, manager of Mac- 
Lean’'s New York office, who has 
become manager of American Hair- 
dresser, a Tradepress paper, has 
been succeeded by Kenneth L. 
Whelan, who has been a Chatelaine 
advertising representative. 


“Radio Parade” to Bow 


A new radio fan magazine, tell- 
ng the story of broadcasting in pic- 
ture entitled Radio Parade, will 
make its appearance on the news- 
stands shortly, according to an- 
nouncement by Radio Life Publish- 
ng Company, 1650 Broadway, New 
Yor} Arthur Kass is publisher 
and J. A. Rubinstein is business 
manager and editor 


ee 


ia 


COLLINS 
MILLER & 
HUTCHINGS 


PHOTO-ENGRAVERS 
IN CHICAGO 


More Color, Less 
‘Stuffiness’ in 
Printing Exhibit 


New York, Oct. 30.— Increased 
use of color and greater informality 
in copy treatment and format were 
the chief trends noted here today 
as the New York Employing Print- 
ers Association opened its. sixth 
annual exhibition of printing. Speci- 
mens selected for special awards of 
merit included the direct mail out- 
put of many of the country’s lead- 
ing national advertisers. 

In the opinion of George Welp, 
advertising manager, Interchemical 
Corporation, who was chairman of 
the judges’ committee, the rise in 
color is due chiefly to the perfection 
of new printing equipment which 
has lowered costs. Color photog- 
raphy has also made both advertiser 
and consumer more color-minded 
than ever before, he added. 

“The ‘stuffiness’ that used to 
characterize some of the more elab- 
orate printing jobs is disappearing,” 
Mr. Welp remarked. “Our baroque 


period seems to be about over. The 
printing in this show is down-to- 
earth, sound stuff—it doesn't try to 
show off. And it’s better printing 


, because it sticks to its job without 


trying to achieve that 
look.” 

A. E. Giegengack, Public Printer 
of the United States, disclosed that 
within the next few days a plan to 
organize the nation’s printing in- 
dustry for cooperation in national 
defense will be presented to Presi- 
dent Roosevelt. 


expensive 


Promoted by Wilkening 
William E. Wilkening has been 
promoted to sales manager of the 
Pedrick replacement division of the 
Wilkening Mfg. Company, Phila- 
delphia, succeeding Earl C. Chat- 
field, who becomes manager of the 
company’s Midwestern division with 
headquarters in Chicago. 


New LaChoy Packages 


New combination 
being offered by 


packages are 
LaChoy Food 


| Products, Detroit, in two sizes, each 


containing a can of chop suey and 
a can of chow mein noodles. 


DISPLAYS HOLDER 


Designs Display Cards 

for Cigaret Holders 
Kenilworth Pipe Company, Chi- 

cago, is promoting the sale of its 

|new Kenette “Sof-Bit” cigaret hold- 

ers with point-of-sale cards which 

have fastened to them a cluster of 


holders individually 
acetate tubes 
holder carriers. 


protected by 
which are used as 
The cards, which 


|are printed in five colors, were cre- 


ated and lithographed by the Ray- 
ner Lithographing Company, Chi- 
cago. Smaller cards also have been 
prepared for variety store counters. 
Critchfield & Co., Chicago, is the 
agency. 

G. E. Sweetnam, formerly with 
E. F. Schmidt Company, Milwau- 
kee, has been made manager of the 
display division of the Rayner 
Company. 


Curtis to Artillery 

Col. Charles C. Curtis, director of 
advertising for the Call and Chron- 
icle, Allentown, Pa., has been 
called to military duty as com- 
mander of the 213th Coast Artillery, 
to be stationed at Virginia Beach. 
Robert L. Bittner, classified adver- 
tising manager for the papers, will 
combine Curtis’ duties with his 
present work. 


Paul D. Kranzberg Moves 

Paul D. Kranzberg & Associates, 
St. Louis, has moved to 3327 Lin- 
dell blvd., occupying the entire 
second floor. 
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making haze 


We'll blow some your way with a few 
puffs from The Cowles Stations . . 
voices in the middlewest that cover Amer- 
ica’s Money Belt like a smoke screen from 


WMT 


Cepar napios 
WATERLOO 


WILL YOU SELL IT ? 


TO MEN who know tobacco best, it’s a 
pipe that where there's smoke, there's sales 

Here in America’s Money Belt, where 
each year folks spend more than ninety 
million dollars to turn tobacco into smoke, 
the air is fairly blue with this money- 


Hills 


beverage Ss, Cosmetics, 


four 


the rolling Mississippi to the rangy Black 


This broad, fertile 
ripe market for you who sell drugs, foods 


other things. And, now, with business and 
agricultural conditions better than ever, 
Money Belt people will be buying more 
than ever. 

Use The Cowles Stations, in America’s 
Money Belt, where sales are smoking hot 


RQ 


land is also a rich, 


soaps and dozens of 


THE REGISTER AND TRIBUNE, Des Moines, lowa | 


Represented Nationally by THE KATZ AGENCY 


WHICH OF THESE 
DO YOU SELL? 


Re tail Toba co Sale f 


in America’s Money Belt 
Cigars 
Cigarettes 
Chewing & Snuff 5,324,353.3 


Smoking Tob.. 12,691,425.38 


Total ... 


. 


RRA 
WX{Q{\Q’{UIAAN fey ay 


Estimated Annual 


eee $13,738,148.93 
59.219.534.00 


27<7 ad 


.$90,973,461.68 
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SOME PLAY GOLF AT NATIONAL ADVERTISERS’ MEET, WHILE OTHERS JUST SIT AND TALK 


.™ 
#* 
Ae a * 


In this gallery of watchers are, left to right: Walter Rompel, New York Mirror; S. M. Birch, Texas Company; H. M. Faust, Curtis Publishing Company; T. H. Cardoff and W. B. Wiemers, Farm Journal. The mi die 


group includes George S$. McMillan, ANA secretary; Carleton Healy, Hiram Walker 


and Edgar Kobak, NBC, flanking 


; Winthrop Hoyt, Chas. W. Hoyt Company; and W. B. Kegg, Fortune. 
the wives of Robert Brown, Bristol-Myers, and Don Stetler, Standard Brands. 


At right are Allan T. Preyer, Vick Chemical Comp ny, 


Sell » HOTELS 


with 


THE HOTEL MONTHLY 


VWember ABC and ABP 
Published by JOHN WILLY, Inc. CHICAGO 


WKRC Advances Latham 


U. A. (Jake) Latham, who has 
been a member of the sales depart- 
ment of WKRC, Cincinnati, for five 
years, has been Jhade assistant sales 
manager. G. Lawrence Ford, of the 
sales promotion department, has 
been transferred to the sales force. 


NUMBER TWENTY-THREE. . 


To those advertisers who realize “plain printin” is 
as antiquated as Aunt Fanny’s outdoor plumbing 
—and that today’s printer MUST have the talent to 
originate as well as the skill to produce—we present 
ourselves—the American Colortype Company. 
e Ours is a full organization incorporating every 
“tool” needed to design and produce quality selling 
helps—from ideas to inks, dummies to delivery. 
More than that, within the organization we have 
that happy balance of personnel that can lick the 
daylights out of that “special problem.” It’s been 
our job for 45 years. And, we'd like to make YOUR 
»wroblem ours... just as we have for a score of 
lawy top American enterprises from East to West. 


OUR SERVICES INCLUDE 


ART WORK 

BLOTTERS 

BOOKLETS 

BOX WRAPS 

BROADSIDES 

CALENDARS 

CATALOGS 

CHRISTMAS CARDS, TAGS 
& SEALS 

CIGAR BANDS & LABELS 

COLOR PHOTOGRAPHY 

COPY (Direct Mail & Editorial) 

DIRECT MAIL CAMPAIGNS 

DISPLAYS 

ELECTROTYPES 

ENGRAVINGS 


TALENT TO ORIGINATE 


of a series - COMPLETENESS 


FOLDERS 

GREETING CARDS 

HOUSE MAGAZINES 

JUVENILE BOOKS 

LABELS 

LETTERPRESS PRINTING 

MACYART (3rd Dimension Printing) 

MAIL ORDER COVERS, INSERTS, 
FLYERS 

MAGAZINE INSERTS & COVERS 

METAL SIGNS 

OFFSET PRINTING 

PAPER NOVELTIES 

PICTURE POST CARDS 

POSTERS 

WINDOW DISPLAYS 


SKILL TO PRODUCE 


AN COLORTYPE COMPANY 


pane 


cal Pibickgs' 


European News to 
Be Sponsored by 
Remington Rand 


New York, Oct. 30.—Remington 
Rand, Inec., will sponsor the Wed- 
|nesday broadcast of “News Room 
|of the Air,” which is heard daily 
as a sustaining feature of the Na- 
|tional Broadcasting Company. The 
program, from 7:15 to 7:30 p. m., 
|features John Vandercook as com- 
|mentator with pick-ups from Eu- 
|ropean capitals. In behalf of its 
|portable typewriters and electric 
|shavers, Remington Rand will spon- 
|sor the program over 26 NBC Red 
stations through Leeford Advertis- 
ing Agency. 


Stations Added by Four 


Four NBC sponsors have ex- 
panded their radio activities dur- 
ing the past week by ordering a 
| total of 23 stations added to their 
|several networks. Hecker Products 
|Corporation will add 12. stations 
| Nov. 2 to its NBC Red network for 
|“Lincoln Highway,” giving it a to- 
| tal of 60 stations. The Shinola pro- 
gram is heard Saturday from 10 to 
10:30 a. m. through Benton & 
Bowles. 
| Brown & Williamson Tobacco 
Corporation has added seven sta- 
tions for “Wings of Destiny,” mak- 
ing a total of 72 stations on the 
|Red network. In behalf of Wings 
| king-size cigarets, the show is aired 
| Friday from 10 to 10:30 p. m. Rus- 
sel M. Seeds Company has the ac- 
count. 
| Lewis-Howe Company has added 
|two stations for its “Pot o’ Gold” 
and “Fame & Fortune” programs. 
The former, for Tums, heard Thurs- 
day from 8 to 8:30 p. m., will now 
have 95 stations on the Blue net- 
work and the latter, for NR’s, heard 
|in the following half hour, will now 
have 89 stations on the same net- 
work. Stack-Goble Advertising 
Agency handles the account. 

Grove Laboratories, Inc., has 
added two stations on the Blue net- 
work for “Sherlock Holmes,” heard 
Sunday from 8:30 to 9 p. m., giv- 
ing it 53 stations. Russel M. Seeds 
Company has the account. 


Lutheran League Returns 


Returning to the air Oct. 27 af- 
ter a summer interlude, Lutheran 
Laymen’s League is being heard on 
a network of 122 stations of the 
Mutual Broadcasting System. The 
program is being aired Sunday 
from 1:30 to 2 p. m. through Kelly, 
Stuhlman & Zarndat. 


“Lone Journey” Extended 

Procter & Gamble Company has 
extended the network for “Lone 
Journey” from a regional network 
of 22 stations in the Middle West to 
a national network of 45 outlets. 
Fourteen stations of the Red net- 
work of the National Broadcasting 
Company have been added in the 
East and five stations of the same 
web in the Middle West. Formerly 
| originating in Chicago, the daily 


| renewed “Mary Lee Taylor.” 
| program 
|Thursday from 11 to 11:15 a. m. 


serial heard from 5:15 to 5:30 p. m. 
for Dreft and Duz, is now heard 
from New York. Blackett-Sample- 
Hummert and Compton Advertising 
are in charge. 


Pet Milk Renews 


Pet Milk Sales Corporation has 
The 
is heard Tuesday and 
over 65 stations of the Columbia 
Broadcasting System. Gardner Ad- 


vertising Company is the agency. 
“Second Wife” for Postum 


General Foods Corporation will 
renew its radio promotion of Pos- 
tum Nov. 11 when it initiates a 
Monday through Friday daytime 
serial, “Second Wife,” on a seven- 
station Columbia Pacific network. 
It may be expanded to a coast-to- 
coast network later. 


Nehi Defends 
Use of ‘Cola’ in 
Court Action 


Wilmington, Del., Oct. 30.— The 
Nehi Corporation has begun offer- 
ing defense testimony in the Court 
of Chancery in the action brought 
by the Coca-Cola Company in an 
effort to restrain Nehi from using 
the word “cola” in the name, Royal 


Crown Cola, one of its bever- 
ages. The hearing was resumed 
after a two weeks recess. Presen- 


tation of defense testimony is ex- 
pected to take about two weeks. 
The Coca-Cola group submitted 
testimony that Royal Crown Cola 
was substituted in seven different 


cafes and restaurants in and about | 


| Wilmington. Sixty additional dex 


"eS 
were offered, representing decis ons 
in other courts where Coca-Cola ad 
| protected its trademark against in- 
fringement. Opposing coun el 
‘clashed on this point. 

Theodore Kiendl, New York, 
chief counsel for Nehi, entere: a 
document in evidence to show the 
history of the disputed term be- 
tween 1832 and 1866. Chancellor 


|Harrington admitted a certified ti in- 


scription from an English court 
which Mr. Kiendl contended proved 
that a patent was issued in Eng):ind 
in 1882. Hugh M. Morris, chief 


counsel for Coca-Cola, objected to 
admission of the document. 


PEPSI-COLA, LOFT TO ACT 
ON MERGER NOV. 22 


Wilmington, Del., Oct. 30.—Stock- 
holders of the Pepsi-Cola Company 
and Loft, Inc., will meet at the 
Pepsi-Cola offices here Nov. 22 to 
act on a merger agreement adopted 
by the directors of the two com- 
panies Oct. 25. 


Boost WIS Power 


The night time power of WIS, 
|Columbia, S. C., will be boosted 
from 1,000 to 5,000 watts as soon 


as a new directional antenna i 
stalled. The station already 
5,000 watts daytime power. 


in- 
has 


IF REE first ofaer 


Jar and Brush FREE with your first order 
S S Artist Rubber Cement. Nationally 
used, 3 grades: Light, Medium, Heavy. $2.75. 
per gal. postpaid. For Friskets use $ S$ Spe- 

Ss cial Frisket Cement, $3.50 per gal 


RUBBER CEMENT CO. || 


3438 No Halsted St.. CHICAGO, ILL 


Member CCA 


461|—8th Ave. 


Have You Seen “The IEN Plan’’? 


if 
Fe | 
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eT) eR AERO RENE OSE ce j 


Started 1933 


A file folder of factual ("pie-chartless'’) information 
showing how simply, effectively and inexpensively 
($79 to $85 an issue) you can describe your products 
to more than 53,000 active operating men in the 
larger plants in all industries . . . when and where 
they LOOK FOR current requirements. 


Write for a copy for your 1941 Media Data Files 
INDUSTRIAL EQUIPMENT NEWS 
THOMAS PUBLISHING CO. 


Write for 
a copy for 
your 1941 
MEDIA 
DATA FILES 
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New York, N. Y. 
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f Advertising Age 


the News First! 


To advertisers and advertising interests, Thurman 
Arnold, assistant attorney general of the United States, 
is one of the most important men in the country. Because 
advertising has been mentioned in current anti-trust prose- 
cutions, the whole field wanted to know just where the 


official trust-buster stood on this vitally important subject. 


ADVERTISING AGE found out! 


Our Managing Editor, Irwin Robinson, interviewed 
Mr. Arnold in Washington and published an exclusive 
report of his views on advertising in the September 23 
issue of ADVERTISING AGE. This news beat was 
Followed by later releases to the general press by Mr. 
Arnold, which appeared October 28 — a date when 
ADVERTISING AGE, reporting the assistant-attorney 
generals speech in Chicago, again scored a beat by indi- 
cating the adverse attitude of the Department of Justice 


toward. fair trade laws. 


Washington is a focal point for major news affecting 
business and advertising — and it is covered more 
thoroughly by ADVERTISING AGE than any other 
publication in the field. With the largest staff of editors 
and correspondents ever organized to report the highly 
important, significant and exciting march of events affecting 


advertising and merchandising, in all lines, all over the 
country, ADVERTISING AGE is in a position to give 


the news first—completely, accurately and authoritatively. 


No wonder ADVERTISING AGE has finished first 
in five consecutive readership surveys made in the adver- 


tising field thus far in 1940! 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


Get 


oe 


CHICAGO ATLANTA LOS ANGELES SAN FRANCISCO 
100 E. OHIO ST. WALTON BLDG. GARFIELD BLDG. RUSS BLDG. P 


SSRs pike we + 
_ & =~ ei L , ‘ 
‘ 1 ee. ed ote Wa aes 
a 
An) Fa oreedn® ere 
— : ae Ae wy 
= — ak a” oy gi 
P ace P “e 
pe "2 re “ “3 AX bh. 
w foe 
be : 
O a a sed 
ae 
) 2a ‘ 
| Mf ae giles»: 
"74g : IZ ar. 
— '? 
sEPTEMBER 23, (999 74 
\ 3 a A 
- e,* Mey 
+ Arnold Denies Opposition : 3 
to Use ° yertisin | 
1s! 
i ee 
\ atk tack om advertising, Thurman w : 
Concerned Only w Arnold, assistant attorney general in ae 
* of Trade, Says charee of the anti-trust division, a 
today jssued 3 vigorous denial that 
ement opposes the practice i 
= product 
Lewd 
.. =e 
pe 
a 
i pie 
eo 
: c } 
ee q 
4 ; 
— 
. ee 
7 if 
y iz ss 
he 5o7" x: fi 
to 7 s 
genet TH eT FN) a 
ed pssistan’ anorned in © arate fH y } g all , 
m- an Ade pubite yester dey that Aaa jegitimate aavertising 
‘7 ry pepartment of justice nad . * The assistant attorney genera! ° 
‘ , ‘red O0Y anti-trust case’ |B ras pointed out that the sterm of pre- j 
‘ - g aavertising put. yatnet. \i “5 ts test that nas arisen over the Justice 
; \ enim oan vnreasonenne use of VWs: Department's alleged attitude % 
\ “wer wpieh nas vee? acquired vy Bee A ward eavern ont has os Ve 
a \ P nod or . emanate rom on y parte perusal 
| \ imate met _ ae ’ Dy 
a i | ” bag yerter *° gaw'r s Friendly mee of the information which was filed Pee a 
IS, L)) pusines® manage? ot THE new ve vs :o . to jaunch the tobacco suit Only 
ed 4 \ sun and chairme? of the es y . a portion of paragraph 26 (e) deals ie 3 
y L of ,avertisin€ ot we Amerie 4 with advertising. he explained and 2 
on ewapape™ pubisne® Asso ation F. the state ment which precedes the a» 
h New *? \ assoc! 
in- ie \ made public gnrour? — x : A { sing vital te _ : 
1as aye | ated press. Re e full charee 4 4 
Ngati Ls t eads as fol . 
Ss 
— ad ;. 
raph F&F 
, . tne Bis Four and ™ 
r) s ‘ / srris nave further pur a 
9s common yolicy of fixine aes 
A vA polic) £ aa 
controlling and tamp - os 
~ » the wholesale and re- 3 D 
- of then own and ao i 
estes’ ered {acturers , a 
" a ; t acco manu ac uret ee - 
| av = ets eee tse jor th purpose and = = ? 
e t qnane and fect of unreasonably Pa 
TRIO \ cero rypes & muse FOTO a 
' arno! Tne ‘proviem asoneg wo gives qnem- ly restraining and . 
; ° med Eeyslet, Basie ynveres® in maroon price ompetition fy 
re seives © eee ns aseives. of suppres "at 
nein compen ‘sepender BE 
eo .2 jane” sins wo exclude int 7 owe! ting, and unreason Fa 
—_ been panks. ec bs S Too compelition {rom i 4 
V e qnancins vy mnpanie® They i 
t noe e nuisred co nent ADEN cturers, and of ur 
ee old ys that ine sndePe ined w \aree a unduly estrain “i 
* aid Say* Trust ing oniparees “— ¢rom enicl Bolling the trade of ' ane 
; Jackso™ ® Only antack® muse og ~o act ee oa obbers in a fend 
. eastet ney edit e r’ ‘ 
U pivisio® t nt cats on cr gnowd a manutat turers 
ay of Powe \ro ple unat wey . “ . F 
\ «coerei¥® Use ‘yy was reason ine we nis purport. uant to th policy ia 
4 ao .\ want vo COM or ‘yreins qne court nave YY exten ~ eS 
‘ gawin s priendld “= > a spinsiod was inst nuou nationW le ae #4 
: { Tne gun” ® paverveere bang nd arous ales ice = 
, est™ surest ot AS e and grremP® 4. mes cre ated and - 
the pews ApuLiom ot & bl ie 
: ‘merical: - made "ane gnverests ot & a pub accept ne 
on. . — yi fo r majo ‘ 
Asooe ne AS alee mcm i ® reasons 4 for their may, 
qnrous sien wo yim 09 . . : a in une reress® aoe offen’ of such , 
yerter assistant Unis g that gecte® we emt ol « being 2 ™* ce 
anon Gener: in ® nomic paventeer und the conduct of 
ore ne quuvude ¢ ,yer sins as & nae ale, retail nd s F. 
ee ot ‘yustice wr - = ion qnat us com ua ” ‘‘ a 
nar * r v - ‘s 
mar arnold wrote Hepartns nt %\non ¥° sonsdie are widely idee 
asa 4g ShOT ot * : adver \n >. € une reieas® A - 
, eprust DY ounins agans® + \men > ne ground wnat = 
gusue wt a no wih = contro MS \antachg, on sion was errempting aot 
‘ using and © pivisio™ ne \anti- st Ai ¥ Y 
43 pe ant-TT Sine wens 00 and |p comite’ saversint “ 2 
ae | arrose ot a orgies Laeetene) cites Tovacce cw ; 4 
Va roereins ne st. oreat gd ac geome ot wnich 7 
in pomeumes® ne sped BY mear epecen® owt ® complete mis- re 
St pores ae ” savolved o we meparumen s : ‘ 
 - 4 von O Fie qe 1h — 
a Kertisin’ qeuwrt concer ered prince ypally : 
2) Test € eno": qvude- nave = mpc eos uartee ” 
a arte ION gtiC® ne vonee’y cast: Sing of erimnins 
: sat. APRS : tne f08 ~ 
Be. \ st wy vy . cour’ in | 
y “per \r ane yeaer™) , 
"#8 A cnarees {n — eight ms)* \ “| BS 
* 4 KY- oe nd ie hte 
‘y vias P \ exists eowece? eompares il. a 
> A Wy en of re oF 
ee eens te Sut  qerstOOs Sat ot see, War eed. Ther en 
mt oF ang Y oar ent © cern ° ~ meant Wed ae vs ss 
vy " : se mw, a0 \ we cnarTee anet be ‘eet yset u : aber 
» + s : ae a f ert DS os acpvet® and re : 
Ue jue out s-yon one : 
ie: ver" mw iret se 
; vee} j 4 
et * , 
* : ‘ 
,* , 
ent 
a y 
Git 
“ais 
a ; 
al 
eee 
hy 
‘ai 
" - 
Sirk: ae 3 
een tel ovine eS +A, 
cae = a al ede 
= i eee be race ae 
Eos ih ot ins a 
- af tag Lee Soe 
@- ey ot sa PB +s * ee <a ges ‘ 
‘Fe 4 a eo en ap +. an ne ,- a ‘ 
- x je 7 : . : 
— oa «% es i & &. te . “$5 
‘. Ss . "he i= ‘. Ne st 3! * ar 7? 
‘cls teat wi 3 my ot tne mA ee 
er” in “¥ Oe ie 
ee q i , as Ae peated eee ~ 
oe a + | ‘ 
A we ae pie eile ; ca 7 F 
Ces ea Me ges re + , ; a 
ave < Lg eo ms © Bn be ¢ 
z a ae Pa uy : 3 
; “ap aoe if’ ce Be ~ 
a eae aes cane a ‘ P * 7 ae 
Po ‘A Sian . ar 3 “ 


: | Personal Selling 


ie 30 ADVERTISING AGE November 4, 1949 


ln SaEEENInAn ONSEN - ™ | 


Charles G. Groff, WRIGLEY ART DIRECTOR ADDRESSES LITHOGRAPHERS (Consumer Service 


e 
Directory Issued 
by Defense Unit 


| Washington, D. C., Oct. 31—. 4 
|rectory of consumer services 6, 
formed by municipal, state, ng 
federal government agencies 
been compiled by the Consume )j- 
vision of the National Defense 4. 
visory Commission and is read for 
distribution, Harriet Elliott, n- 
sumer Adviser, announced his 
week. 


Exponent, Stricken 

New York, Oct. 30.—Charles G. 
Groff, president and chairman of 
the board of directors of Electrolux 
Corporation, and chairman of the 
board of directors of Servel, Inc., 
died Oct. 24 in Greenwich, Conn. | 
He was 60 years old 

A national authority on the de- 
velopment of direct sales organiza- 
tions, mail order campaigns and 
marketing techniques, his whole | 


ne 


The directory was prepare at p 
business life had been devoted to Miss Elliott’s request by Dr. Li ing 
sales and advertising work with the J. Gordon, professor of econ: ics +4 
exception of a brief interlude in at Denison University, who is a o0p- - 


newspaper work and an even short- 


sultant on the staff of the n- 
er period, in early manhood, as a 


sumer Division of the Nationa’ )e- 


rT 
school teacher. fense Advisory Commission. w 
A sales executive who organized The publication is designe to “4 
two of the largest direct sales or- help consumers and civic g: ips of 
ganizations in the vacuum cleaner rey os make full use of existing go. rn- +f 
field and developed many of the ; — me mental consumer services and i be- A 
methods and techniques which are : = ie 4 ing sent to the state and loca de- 4 
eye mote pted hye _ re ser om ld, Otis Shepard, art director of the Wm. Wrigley Jr. Company, gets a hand after being introduced by W. Rex Bell, president, a sme an Se eo 5 
1e consistently adhered to principles | yp oad A : Pe 4 . : oe A . organizations for use in their n- 
- : : ; | Outdoor Advertising Association of America, during outdoor advertising day at the Philadelphia Art Alliance "living litho- : errs : 
which he had formulated from his | graphy" exhibit. At the table here are John F. Lewis, president of the Alliance; Herbert Hosking, Automotive Industries; es WEES Progrars. 7 
own experiences. | C. R. Bird, General Outdoor Advertising Company; Mrs. Harry Lilly, OAA; Mr. Bell; Mr. Shepard; Mark Seelen, Outdoor Weights and measures regul: on, al 
. Advertising Inc.; and Maurice Saunders, chairman of the board, Lithographers National Association. municipal markets, food and ug bi 
Favored House-to-House Selling | ‘law enforcement, meat gra ng, - 
Mr. Groff always maintained that ticity, Mr. Groff often explained | and created a direct selling organi- | for advertising as for any other pur- we eae bs. or ag aporeen, nd « 
the American home is the world’s |that his aversion to titles arose from | zation for that company which now | pose. peemceea a Be was ate agp ba he a 
greatest single market, not only be-| his experience as a reporter and | covers the United States. In 1934 But Mr. Brown’s conception, in agg " pone sbcceey mg - 
cause of its size and potential buy- | advertising salesman for a small he assumed the duties of chairman | cooperation with the Nashville |“ sid ne” aoe Fe eral n- - 
ing power, but because his expe- | newspaper in Bryan, O. Introduc- of the board of directors of Servel, | “wizard,” Roger Caldwell, of the in $8 diferent te ee 5 ceed diel ist a 
rience demonstrated that when/!ing the use of a bicycle to cover |Inc., while still retaining the active | mammoth bank and holding com- ae th haiaed Staten Oh — E 
industrial and commercial markets | his territory, and following the management of Electrolux Corpora-|pany, Banco Corporation of Ken- a Oe don : ns ~ ge * - 
stopped buying, the American home | principles which he learned as a | tion. ‘'tucky, was the beginning of the|..y ~~ me ope a oe A 
age : ; ; — and regulatory consumer ser\ ces ) 
always remained a customer. book salesman, he succeeded _ in A son, Walter, is Philadelphia di- |end. Banco crashed and the Na- rformed by state and i 
Another of his guiding principles | tripling the circulation of the paper | vision manager for Electrolux. tional Bank of Kentucky went with - itera . = - r none “4 . , 
was that of concentrating selling | and greatly increasing its advertis- -- it. An attempt at a comeback foun ee sac ys - ao: oer - ~ : 
effort on a _ single product. He|/ing revenues. He was thereupon CLARENCE C. HAMLIN years ago proved a failure. ray ‘coalesced — ronan ae ng I 
gained this conviction at the outset| made an editor at $44 a week, of Colorado Springs, Oct. 30 — caliicia . a ae F 
‘ . career. whe io beeia on te Sobek | i. amen. t ado § s, Oct. 30.— | 
of his selling cancer, when he Ye” which, ag he elated it, $9, was in clarence Clark Hamlin, 72, pub- | EDWARD J. CALAHAN a 
> ee ede septs |e Se >= = - lisher of the Colorado Springs Ga- Pittsburgh, Oct. 30.—Edward J. anoon, iss Hanau join | 
a book publishing concern. Rather | afterward cared much about titles.) 7 ; bs wn ee Ce ee Me by 2 Ree: a) da: A G 
than atte ae _ | ay md har econ “| zette and Telegraph, died here last |Calahan, general manager of West- | Ma@ymond: Agency Gets 3 
an attempt to sell all of the nu- | He entered the advertising agency slat. She had habe & oeliliadl Ga \inetenes Agtinte Gecviee 3 a ; 
merous books which the company | field as Detroit office manager for . h nf n aa sa hey a ‘3 “e. — ~ _— . nordiages: and for moor cag and Miss Joey 
published, he concentrated on a his- | Critchfield & Co. and eventually here " - wml — —— = ane gehs — a member of the NBC | Benet weomaptes a joined L. R . 
Sapa Pe ra : |well known attorney. real estate and sales staff, died here |mond Company, Los Angeles, as 
tory of the Spanish-American War) became a_ vice-president of the | today. He was 54 years old head of the industrial division and 
which was then popular, and suc- |agency. Through his contacts with JAMES B BROWN _— tal ara oe copy chief, respectively. Mr. Ca- 
ceeded in making himself the lead- | important financial interests in To- - = ‘hoon was formerly with O. S. Tyson 
= ing salesman of the organization for | ledo, he was offered, in 1922, the . go ortingge Ky., Oct. — James | Magazine Section for & Co., New York. Miss Hanau has 
= the whole United States. ‘position of general manager of Air- |B. Brown, 67, one-time millionaire | “ ” specialized in radio. ( 
: Always averse to personal pub- | Way Electric Appliance Corporation |N€wspaper publisher, friend of ad- Sunday Star Journal Machin Shirt Company, Ota n- . | 
‘of that city. vertising, sportsman, and banker| The Minneapolis Sunday Star Los Angeles Company and Norton 


pa oa eas who flashed on the financial and ee ee a a ea oe ce waaay .* 
‘hanged Sales Ss ae whe a seis zine section beginnin an. 5, . ace eir acco Ss ith 1€ 
. ang a actic busine ss horizon like a me teor .o It will be 12 apne yh column |agency. Magazines, newspapers and 
_ Soon afterward Mr. Groff made a declined the same way, died Oct. 24 | <i7e, in four colors. Full-page ad- | direct mail will be used by Machin, 
| decision which became the founda- in his apartment here. vertising space in two to four colors newspapers, radio and direct mail 
tion of his later success. He volun- Exercising a natural bent for/|will be $1,000; half-page, $550; | by Otarion, distributor of a vacuum 
‘tarily resigned his title, and the sal- | politics, Brown at 21 was occupying |1,000-line unit, $575. Black and | tube hearing device. 
‘ary which went with it, in order toa fat berth in Louisville’s finance | white, flat, will be 40 cents a line. eran 
enter the company’s Philadelphia department. At 34 he became Heretofore, the Star Journal has “Unbelievable” to Bow 
sales territory and develop there ajcashier of Louisville’s National distributed The American Weekly. ! hoes = Gecieee nenelne 
direct selling organization to re-|Bank of Commerce, and shortly his sn iia oaak tea vn tee ‘fe 
place the company’s then existing |name began to appear on the list Henderson Resigns | America, has been announced by 
method of marketing its products |of directors of such organizations) Herbert J. C. Henderson, for the | Daniel S. Gillmor, publisher of Fri- 
through dealers. He undertook this |as Louisville Gas & Electric Com- | past seven years Middle Western day, New York, to make its appear- 
68% of consumer liquor purchas- project without salary, but with a/| pany, Standard Oil Company of divisional vice-president of The \ance shortly. 
pon igs outlet determine their brand, commission arrangement. His suc- | Kentucky, and the Kentucky Jockey American Weekly, with headquar- a 
« to Koss-Federal report! You ses . Dhilade "~ = ae |\Clut rator of Churchill Dow ~ | ters in Chicago, has resigned, effec- . 
Sn Sas echt of |aah a e ar ancetag ts | ie te tres of ts a's bens |G, ad om Poa, He pee [Pret Garment Appoints 
those—and those only! It's your best buy install his saathede hecuaines the |into the largest and most ‘powerful to devote his time to matters of na-| Forest Garment Company, Cleve- 


in the liquor field! Get full facts from , : gle : |tional defense. land, maker of hostess coats, dresses 
Conover-Mast Publishing Company, Inc.| C2™pany and eventually he built \financial institution in the South. 'and smocks, has appointed Frankel- 


205 East 42nd St., New York City; 333 | What, it is believed, was then the| One of his first steps as head of : Rose Company, Chicago, to handle 
North Michigan Avenue, Chicago; Leader | jargest direct selling organization | this institution was the use of full- Saraka to Gumbinner its advertising. _ 
Building, Cleveland. of its kind in the country. page newspaper advertising, week ae Te pes men dD 

A CONOVER-MAST PUBLICATION He left Air-Way to establish him- in and week out, for years, in what ptereee Cc Mt. Pow Fb sens 
self in Philadelphia in his own bus- | has been called the greatest news- ; : 


: : ; ing Agency, New York, to handle 
Li T OR STO iness as a consultant in direct sell- paper advertising campaign in the advertising of Saraka, bulk laxative. 
ing and mail order sales methods, history of banking. His belief in ene 


organizations and problems, and |advertising was enormous, and led Appoints Lee Ringer 
4 D i y PE nse A was regarded as an authority in him to counsel his business friends ie Gites Sidiemen’ cove 
that field. and patrons to advertise. He was tallwwood. Cal. has appointed Lee 
Largest Lineage In The Liquor Field In 1933 he became president of probably the only banker who : Page 00, Pes, cue . 


. . Ringer, Los Angeles, to handle its 
what is now Electrolux Corporation would just as readily lend money advertising. 


Who 
Selects 
Liquor 
Brands ? 


7 
«\0N>* HAIRE BUSINESS PUBLICATIONS 


1170 BROADWAY ° NEW YORK, '..Y. 
specialists in retail merchandising trade pc. ers 
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Cdve ising 
Market 


rhe rates for this department are as follows: 


Help Wanted,” “Positions Wanted,” “Representatives Wanted,” and 
oD resentatives Available,” 30 cents a line, minimum charge $1. Terms 
ca with order. 

\ll other classifications (single insertion rates): % in., $2.75; 1 to 3 in., 
$4 per inch. 
= 1 

POSITIONS WANTED | POSITIONS WANTED 

po YOU NEED A GOOD COPY-)| Practical experience in: Advertising 
WRITER with creative imagination,| copy, Layout, Sales, Merchandising. 
fre viewpoint, new ideas and en-| Publicity and Newspaper work. First 
th ism?—A trained writer who| prize winner national newspaper dis- 
offers an abundance of these qualities| play contest. College graduate. Mar- 
wi tackle any account with real| ried. For interview, write Jack A. 
at ty and plenty of hard work.| Fritzlen, 322 Hull Court, Waukegan, 
Ageney and publishing experience. | Il. 


AV able part time. 
Be 179, ADVERTISING AGE, Chgo. 


I CAN WRITE! 


and I have ideas worth writing 
about I can make words bark and 
pbristie and I can make them soothe 
and purr. I can lead ideas through 


hoops and over hurdles while the 
crowd hangs to its seats. ; 
I'm not a seasoned copywriter. I'm 


a young man of 25, married, and now 


employed in a large Manhattan 
agency. But a number of advertising 
men share my conviction that I can 
wri I've made up a portfolio to 
demonstrate my ability. May I show 
it to you? 

Box 3174, ADVERTISING AGE, N. Y. 
ARE YOU INTERESTED in training 
young university grad for position in 


idvertising dept? 


merchandising exp. Good correspond- 


ont, idea & copy man Willing to 
sacr. for start. Married. 
Box 3176, ADVERTISING AGE, Chgo. 


PUBLISHER AVAILABLE — to man- 


Sales promotion & | 


by Ohio Agency. Outline experience, 
salary required and send photo in first 
letter. Our organization knows of 
this advertisement. Address 


Box 3177, ADVERTISING AGE, Chgo. 


EASTERN ADVERTISING MANAGER 
Unusual opportunity on specialized 
consumer magazine 200,000 circula- 
tion. Salary and bonus Considera- 


account of themselves, their experi- 
ence, education, record of production, 
contacts, age, nationality, salary re- 
quirements, references, etc. Kept 
confidential. Address 

Box 3180, ADVERTISING AGE, N. Y. 


POST CARDS 


“PHOTO” POST CARDS 
| Newest, most economical method of 
displaying any product. Samples and 
prices on request. Graphic Arts, 
Hamilton, Ohio 


PHOTOGRAPHIC POST CARDS 


2c each in lots of 100 or more. Every 
ige and develop trade paper or maga-/ card an actual photograph. High 
zine Excellent background and rec-| gloss, ferrotyped finish. Lettered if 
rd. Experienced in every phase Of| qesired. Send any size photo. Grove 
publishing; administration, advertis-| ppoto Service, Lafayette, Ind 

ng litorial and circulation. Aver-| = —————— - 

me for past four years more) REPRESENTATIVE AVAILABLE 
000 annually as Executive] - 

Vice-President and Treasurer of two| SALESMAN WANTS TO REPRESENT 
idin isiness papers. Salary and| MANUFACTURER in New York City, 
onus arrangements on net profits! Any good commercial line or bona 

preferred fide proposition with money-making 
x 3175, ADVERTISING AGE, Chgo.| possibilities considered No unestab 

— — _ —_—___—— -| lished schemes wanted If you need 
ART DIRECTOR sales representation in New York 

Versatile layout man, experienced, | City, please write me for further in- 

employed, progressive, ideas, desires | formation Correspondence confiden- 

new onnection! tia 

Box 3178, ADVERTISING AGE, Chgo.| Box 3163, ADVERTISING AGE, N, Y 


New Sweet's Offices 
Sweet’s Catalog Service division 
of the F. W. Dodge Corporation, 
New York, has opened district of- 
fices in Buffalo, at 361 Delaware 
avenue, and in St. Louis, at 721 
Olive street. A. M. Jeffery, district 
manager with headquarters for- 
merly in New York, has been put 
in charge of the Buffalo office, and 
C. J. Coash, formerly assistant dis- 
trict manager in Chicago, has been 
made district manager at St. Louis. 


New Business Paper Bows 


Ziff-Davis Publishing Company, 
Chicago, has published the first is- 
sue of Photographic Trade News. 
The new business paper, in tabloid 
format, is designed to give the pho- 
tographic dealer news coverage of 
the field. 


OLUMBIA’S 
STATION | 
FOR THE 


SOUTHWEST 


KANSAS | 


First Campaign 
on Congress Hall 
Whisky Launched 


New York, Oct. 31.—Congress 
Hall, a new blended whisky bearing 
a famous pre-prohibition name, was 
introduced this week by Fleisch- 


mann Distilling Corporation via 
newspaper advertising in Provi- 
idence. It was the first advertising 


of the name since before prohibi- 
tion. 

Further newspaper copy will be 
placed in other Eastern papers, it 
was learned, as soon as distribution 
warrants the step. A magazine 
campaign, details of which are also 
undecided at this time, is also in the 
offing. J. M. Mathes has the ac- 
| count. 
| Old Medley bourbon, a brand re- 
|cently purchased by Fleischmann, 
|is also being given newspaper ad- 
lvertising support, through L. H. 
Hartman Company. These two cam- 
paigns mark Fleischmann’s first 
promotional efforts for domestic 
whiskies since repeal. 

Its domestic gin, and imported 
brands of Black & White Scotch and 
Pilgrim rum, have been steadily ad- 
vertised in both newspapers and 
magazines for years. Campaigns on 
these products will be continued. 


Packaging Institute 
Elects Officers 


Carl H. Lambelet, New Jersey 
Machine Corporation, Hoboken, N. 
J., has been elected president of 
the Packaging Institute, Inc., suc- 
ceeding William M. Bristol, Jr., 


Bristol-Myers Company, New York. 

George R. Webber, Standard 
Brands, Inc., Hoboken, and A. Ver- 
non Shannon, Westfield River Pa- 
per Company, Russell, Mass., were 
elected vice-presidents. 


— 


ADMAN'S TRIBUTE 


years a member of the Louisville 


| geeeecoeeouoooooaseees| Courier-Journal and Times adver- 


| 


| 


Cribute 
To Our Ad Man 


We announce, with deep 
regret, the passing of our 
Ad Man, Mr. G. C. Earle, 
who has for many years been 
so loyal to this organization 
and to you, his friends 
Sometimes but 
always understanding. he 
has filled these ads, day by 
day. with bits of philosophy 
all his own. We dedicate 
this space to his memory in 
appreciation of loyal services 
rendered 


humorous 


‘Tribute to Adman’ 
Run in Paid Space 
as Writer Dies 


Louisville, Oct. 31.— One of the 
very few advertising men ever hon- 
ored with a memorial advertisement 


tion given only those writing detailed | was Guyon C. Earle, for the past ten 


|tising staff, who was found dead in 
j}his bachelor apartment here Friday. 
|had been in the newspaper and ad- 
|vertising business for half a cen- 
tury, attracting attention as a writer 


in his career. 

| For the ten years of his associa- 
}tion with the Courier-Journal Mr. 
| Earle had turned out a 200-line ad, 
| 365 days of the year, for the Blue 


Boar cafeteria. It teemed with 
news, native wit, philosophy and 
human interest material which 


|served its purpose so well that pa- 
|tronage of the cafeteria went up, 
in that ten-year, 3,650-ad span from 
200 to almost 5,000 per day. 

No wonder, then, that Blue Boar's 
Sunday copy was a “tribute to our 
ad man.” 


| 


Shop Makes 6th Move 
Since Franklin’s Day 


The Franklin Printing Company, 
Philadelphia, has moved to 23rd and 


‘Chestnut streets, its sixth address | 


since it was founded by Benjamin 
Franklin at 51 High street 212 years 
ago. 

Straight line production methods 
have been installed on one floor at 
the new location. 


| ar , "9 , | 
| Mr. Earle was 70 years old, and | Mid-Atlantic Circulation Managers’ 


| Association. 
| Johnson, 


of pithy, human interest copy early | 


E. C. Lugan Named Head 
of Circulation Men 


E. C. Lugan, Roanoke World- 
News, has been elected president of 


He succeeds D. C. 
Burlington Times-News. 
Other officers elected by the asso- 
ciation, which is composed of cir- 
|}culation men in Virginia and the 
|Carolinas, were A. B. Owings, Co- 
|\lumbia Record, first vice-president; 
James Kilgore, Charlotte News and 
Observer, second vice-president; 
| Will X. Coley, Raleigh News and 
| Observer, re-elected secretary- 
treasurer. 


Death Stills WSB 


Failing to secure a response from 


the WSB transmitter at Tucker, 
Ga., when the time came for its 
early morning radio program, the 


down-town operator in Atlanta or- 
idered an_ investigation. Officials 
broke down the locked door and dis- 
covered Harold H. Kelly, night en- 
gineer, dead of heart failure at the 
controls of the transmitter. 


Wonder-Kleen, new cleaning 
crystals product, is being introduced 
in northern Indiana cities and with 
a cash prize contest in the Indian- 
apolis area by Williams Company, 
Kokomo, Ind. Caldwell-Baker Com- 
pany, Indianapolis, is the agency. 


DOES YOUR CATALOG or booklet contain news? Then make it 
click with a cover that says NEWS. A cover that’s a stopper 
... that catches the reader's eye and interest. Dress it up with 
a sparkling new Hammermill Cover 


start with your prospect. 


ALL THE NEW Hammermill Cover styles are in this new 45-page 
sample book of Hammermill Cover Papers. Distinctive new 
. practical new weights . 
They'll put new life into your next catalog job. You'll like 
their clean printability . . . durability . . 


colors 


SEND FOR this sample book now. 


it will give you quickly a new answer, and the right answer, 
to practically every cover requirement. 


and give it a head 


. a luxurious new finish. 


NEW LIFE AND 
SNAP FOR YOUR 
CATALOGS 


A NEW FINISH THAT'S 
RICHNESS ITSELF! 


. and economy. 


Weight, size, color, finish— 


5 NEW COLORS. 
EYE-STOPPERS, 
EVERY ONE! 


3 NEW WEIGHTS IN WHITE 
TO MEET NEW DEMANDS! 


Gentlemen 


NAME 


POSITION 
i 


Hammermill Paper Co., Dept 


G, Erie, Pa. 
Please send me the large Sample Book of 


Hammermill Cover Paper 


Rees. 
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More Business, 
More Friends, 


public what it can get in the way 
of service and what it is entitled to 
in the way of consideration and 
thoroughness of execution.” 
Donald Davis, president of Gen- 


THIS WEEK 


Base Rvsas 


Index of Retail Activity in 
82 Important Markets 


eral Mills, Inc., declared in his ad- ‘ — ‘ 1] F) 
dress that banks can sell their serv- Based on ow retail advertising volume blie : ~~ apers 
ices and soundness by the same (Copyright, 1940, by Advertising Publications, Inc.) 
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‘South Bend, Ind 5,830,847 4.384.476 $467,351 23.4 + 1.9 127,169 24,68 
Spokane Wash ‘ {X¢ 482.414 r¢ 740 4 o 9 121.338 127.638 
St Loui Meo 114.607.2396 14.882.420 1 106.045 { 1.5 $43.530 401,090 
St. Paul, Minn 0,263,929 8,986,124 8,764,52 5.4 2.5 243,945 218,779 
Svracuse N. Y¥ 6.303.558 6.198.206 6.296.537 0.1 1.6 253,519 263,77 
‘ Tacoma Wasi $935,028 re | Tih 419,414 7.8 ~4.0 138,138 142,21¢ 
Ses: Fike tales Kan bey Aloe Tampa, Fla 4,901,418 », 489,722 6,338,78 29 15.5 140,210 149,856 
Toronto, Ont., Car 14,236,120 13,227,611 12,342,78 13 6.7 822,702 324,177 
. Troy N y . 358.346 6 a0 54¢ 70 " “ if OaS G8. 700 
Tulsa ik 11,032 7.430.116 7.802.710 “ 0 187 0 OOo. 158 
Washingetor D» « 28 560.64 27,913,421 P8.450,258 4 1.9 714,037 SOS,758 
Youngstow! ) 5,951,825 6.306.927 6 St t57 + 15.3 s 4 151.676 18 SI 
WITH M-W ELECTRIC FLASHERAD DISPLAY! = eae ale 
= 
" Seni Akron Times-Press discontinued Auge. 28, 1938 6 Atlanta Georgian and Sunday American ceas¢ 
A light flashes the “high spot” of your sales-story picture or Chicago Herald & Exam. discontinued Aug. 28, 1939 lication Dec. 17, 1939 
. — “”“ : . : Oklahoma News discontinued Feb 24, 1939 Minneapolis Star and Journal merged Aug 
diagram —‘‘catches” the eye in window or on counter at point 4 News-Times discontinued Dec. 28, 1938 S Newsday, new publication, launched Sept 
of sale. A different picture or story is shown when light goes 5 San Diego Sun suspended publication Nov. 25, 1939 


off. Made of cardboard; plugs in any standard light socket. 


Phone CALumet 7200 or Write Sullivan to Binger | 


MAGILL-WEINSHE ra Binger Advertising Agency, In- JOHN A. CAIRNS TEXTILE 45 EAST 17th S¥ 
MAGILL-W INS | EIMER COMPANY dianapolis, has appointed John L. & COMPANY — ADVERTISING BDI Bellen 


Sullivan radio director. 
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Refrigerator Field 
Eyoects to Break 
Volume Record 


(Continued from Page 1) 


stor » Whose retail prices had been | 
$30 ‘o $60 under those of their | 
ri\ Reductions early this year 
cut \e spread at least in half. Last 
yea’ the mail order houses and 


aut. supply chains are estimated to 
hav. sold close to 500,000 household 
refr ,erators, or nearly 25 per cent 
of t industry’s total. Their edge 


on other companies was in distribu- | 


tion costs. Sears, for example, which 
ranked third in the industry last 
year, merchandised its huge volume 
of 285,000 units principally through 


Mail orders are re- 
accounted for less 


its 512 stores. 
i to have 
3 per cent. 


Rocks Industry 


It was the inroads being made by 


these organizations that was at the 
bottom of the 1940 price upheaval. 
Kelvinator, the principal sufferer 
from chain store competition, made 
the first move. With the introduc- 
tion of its 1940 models, on Jan. 11, 


it rocked the industry with a sensa- 
tional announcement of price re- 
ductions ranging from $30 to $60. 
This was only one phase of a new 
manufacturing and distributing pol- 
icy designed “to eliminate the many 
ills besetting the refrigeration in- 
dustry.” Kelvinator had _ fared 
rather badly in the highly competi- 
tive race. From leading producer, 
just a few years back, it had dropped 
to fourth or fifth position. Its modern 


manufacturing plant was being uti- 
only about 50 per cent of 
capacity. For that matter, the en- 

e industry had manufacturing 


capacity considerably above normal 
needs. 

So the Kelvinator management 
decided to turn the searchlight on 
itself and the whole refrigerator 
business. Early in 1939 an impartial 


and detailed survey was made 
which brought out a number of 
weaknesses in the industry. Here 


are some of the things dealers com- 
plained of: 

Prices were out of line in relation 
to competitive boxes 
mail order houses. There were too 
many models; as a result dealers 
couldn’t afford to keep a full line 
floor stock. There were too many 
dealers in the business for any of 
them to make money. There was 
no such thing as a list price—just 
a question of one dealer out-trading 
the other. The field had reached 
the point at which replacements 
represented a major source of po- 
tent 
been made to offer a solution to the 


many problems presented. And 
finally, there was too much sales 
promotion “hooey” in the business. 

With this analysis before it, 
Kelvinator tackled the job of find- 
ing solution, and the 1940 pro-| 
gram was the result. Confident of 
its ground, the company set a 1940 
production schedule that was double 
the ‘9 volume. Over-pricing was 


offered by| 


| sales, and yet no moves had | 


fot STRIBLING Bisoccazes 
ADVERTISING 


LAYOUTS 
LE’ ERING 
ILLUSTRATING 
RE) UCHING 


CENTRAL 9503 


140 Sowth Dearbors Street, Chicage Hil 


HERE AND THERE WITH CAMERAMAN AT ANA CONFERENCE 


From left to right: the newly elected ANA chairman, H. W. Roden, Harold H. Clapp, Inc., and Mrs. Roden. 
Arthur Church, KMBC, Kansas City. 
with Mrs. W. Stanley Holt, wife of the 

the Chicago 


Wm. Esty & Co. account executive. 


Mr. and Mrs. 


A. O. Buckingham, Cluett, Peabody & Co., makes his entrance at the annual reception 
C. €. 


McKittrick, New York representative of 


Tribune, with Mr. & Mrs. T. H. Cardoff, Farm Journal. 


taken care of by sharp reductions 
throughout the line. Profusion of 
models was eliminated by concen- 
trating 96 per cent of production on 
six and eight cubic foot models. A 
new selected dealer program elimi- 
nated many of the weaker dealers 
and provided individual retailers 
with better markets. Delivered-in- 
the-kitchen prices that could be ad- 
vertised nationally were adopted by 
absorbing freight and thus allowing 


dealers anywhere east of the Rocky | 


Mountains to sell at the same price. 
The distribution system was reor- 
ganized, and weak distributors re- 
placed by factory branches. The- 
oretical promotional campaigns 
were eliminated. 


Sales Up 125% 


Proof of the program’s success is 
found in the 125 per cent gain in 
sales claimed so far this year, com- 
pared with an industry gain of 37 
per cent. Kelvinator almost doubled 
its percentage of sales of the entire 
electric refrigeration industry in 
1940. The company’s projected vol- 
ume for the year is being exceeded 
by 25 per cent and a new output 
record is indicated. 

Sales manager Frank R. Pierce 
points out that not only has the 
program produced record-breaking 
sales for Kelvinator but it also has 
brought about an exceptionally high 
average unit-sale price, despite re- 
ductions of from $30 to $60 in the 
line. Although some experts pre- 
|dicted that the average price of re- 
|frigerators sold would take a nose- 
dive, Kelvinator dealers report that 
80 per cent of the sales made this 
year have averaged $160.23. Unit 
average for the industry last year 
was $169. 

The program was accomplished 
without reduction of dealers’ retail 
margins, and without any sacrifice 
in quality of the products. This 
was made possible by the manu- 
facturing and distribution econo- 
mies. Concentration of output on 
fewer models materially lowered 
tooling and production costs. Doubl- 
ing the output contributed further 
to this end. Savings in distribution 
were effected by replacement of 70 
distributors with 13 factory 
branches and 29 new warehouses, 
and by the elimination of wasteful 
promotional campaigns 


Advertising Increased 


| Kelvinator’s elimination of 
i“*wasteful promotion” did not mean 
that advertising was cut down. On 
the contrary, the record shows sub- 
| stantial increases in both newspaper 
land magazine advertising for the 


zlil a 


-W PROSPECTS 


cov alt our 1940 Mailing List catalog. 


required for an effective, quick 
1} 100 pieces of mail. 


found in NEW MAILING LISTS 


i:dditional lines of business or trade outlets for YOUR goods or services, 


im ‘e counts, to choose from. Will gladly assist in making selections, give 
te counts for a group of states, and tell you how we can serve you in 
m ways, from making plans, writing copy, printing letterheads and fold. 
7 ‘o doing your multigraphing, addressing and mailing—in fact, every- 
t 


No job too small—or too large. 
What do you wish to have done? 


T°®ADE CIRCULAR ADVERTISING CO. 
|_ De \. AA. 27 South Market Street Chicago, IIL 


may be 


Over 6006 classifications, with approx- 


job of sales promotion. Daily capacity, 


re de 

4 
ini a Care 
“2% aa | 


| Kelvinator refrigerator this year, as 
compared with last year. 

| National magazine expenditures 
of $182,900 for the whole of 1939 
|have already been overshadowed by 
expenditures of $244,940 for the 
|first ten months of 1940 in this me- 
dium. The latter figure, incidentally, 
| is approximately the same as the 
|company’s total expenditure in both 
| newspapers and magazines last 
| year. 

| In 1939 Kelvinator copy appeared 
jin 108 papers in 55 cities measured 
|\by Media Records, whereas during 
the first six months of 1940 the re- 
frigerator was advertised in 149 pa- 
pers in 78 cities. 


Competitors Suffer 


war that followed 
Kelvinator’s move was short and 
snappy. In rapid succession com- 
|petitors announced reductions which 
in a number of cases went $5 be- 
low Kelvinator’s base price of 
1$119.95 for a six-foot box. This 
|called for another drop by Kelvin- 
lator to the new lower base. Prices 
then stabilized, but the readjust- 


The price 


|ments had warped the price struc- | 


tures of most of the companies. 

It is a policy in the industry to 
|advertise low-priced “leaders” with 
jthe idea of attracting prospects to 
showrooms and then, by salesman- 


\ship, step them up into higher 
brackets. Kelvinator had worked 
\out a graduated step-up plan as 


|part of its new pricing policy. Easily 
visible step-ups in values paralleled 
| the price differentials. Other com- 
panies already had announced their 
1940 lines, and not having planned 
for reductions were at a disadvant- 
age. For the most part, they found 
ithemselves with low-priced, non- 
profit leaders in favorable competi- 
|tive position but with a wide gap 
between these and the “bread-and- 
butter” models. Salesmen had dif- 
ficulty selling up, and a dispropor- 
tionate amount of business went to 
ithe non-profit leaders. 

At first it looked rather bad for 
the rest of the industry, and there 
was considerable muttering about 
the Kelvinator move. But as the 
year advanced into the big spring 
the situation eased. A big 
volume year was unfolding. There 
was good for everyone 
Gaps in the lines were plugged with 
|various degrees of stripped models. 
More stress was placed on step-up 
selling and salesmen became more 
proficient in the art. The big price 
reductions had had the tonic effect 
ot checking the tendency to shop 
around for cut prices and to place 
exorbitant values on trade-ins. The 
public seemed to accept the idea 
that 1940 prices were at rock-bot- 
| tom Field complaints began to 
- 


| 
| 


season, 


business 


Replacements Important 


There is no way of knowing defi- 
jnitely how the competitive race is 
running this year Production or 
shipment figures of individual com- 
panies are never published. But ap- 
|parently Kelvinator is forging 
lahead, since the company claims 


ithat its percentage of total sales 
jhas almost doubled. Fortune last 
May published a tabulation esti- 


mating unit sales by companies for 


the past three years. For 1939, it 
listed Frigidaire as first with 340,- 
000 units, followed by General Elec- 
tric with 330,000; Coldspot (Sears), 
285,000; Westinghouse, 194,000; Kel- 
vinator-Leonard, 139,000; Norge, 
108,000; Montgomery Ward, 105,- 
000; Crosley, 77,000; and Hotpoint, 
62,000. These were the U. S. sales 
of the leading companies last year 
and did not include exports, which 
for the NEMA group of companies 
were given at 160,000 units. 
Replacements last year accounted 
for approximately 20 per cent of 
total U. S. Authorities esti- 
mate there are at least 500,000 
boxes in service that are 
years old, with an additional 1,700,- 
000 units from seven to nine years 
of age. Up to this year little had 
been done to tap the replacement 
market. Now a number of com- 
panies are offering controlled hu- 
midity boxes to tempt owners of 
older refrigerators to change. With 
market saturation at 56.2 per cent 
last year and due to be considerably 
higher this year, the replacement 
|business is certain to figure more 
|}prominently from here on, both in 
| manufacturing and merchandising 


| plans. 
} 


‘KELVINATOR, NORGE 
IN PERSONNEL CHANGES 


Detroit, Oct. 31.—Announcement 
lof the appointment of Dan Packard, 
|who some time ago was manager of 
major dealer sales for Frigidaire, as 
|Eastern sales manager for the Kel- 
| Vinator division of Nash-Kelvina- 
tor Corporation, was made 
week by Frank R. Pierce, general 
manager. Mr. Packard fills 
the vacancy left by Thomas A. Far- 
rell, who was recently named head 


sales. 


| 
i sales 


iof the newly-organized Kelvinator | 


commercial, parts, and service divi- 
| sion. 

| Nash-Kelvinator also announced 
}opening of a Washington office, un- 
der the direction of Campbell Wood, 


|who will bear the title of assistant | 


to the president, and who has been 


10 to 15 


this | 


a company executive for 
| years. 

| Appointment of M. W. Thompson 
as sales promotion manager for the 
Norge division of Borg-Warner 
Corporation was announced 
this week. Mr. Thompson, who re- 
signed as assistant sales manager of 
Farnsworth Television & Radio Cor- 
poration to accept the Norge post, 
was at one time with the Majestic 
radio and refrigeration interests, 
and with Stewart-Warner Corpora- 
tion. 


| AudiVision Associated 
with Luther Reed, Inc. 


AudiVision, Inc., an affiliate of 
TradeWays, Inc., producer of train- 
ing and merchandising programs, 
has become associated with Luther 
Reed, Inc., producer of promotional 
films, in the sale and production of 


many 


also 


commercial motion pictures and 
|slide films. Each company will 
|maintain its identity but the staff 


and facilities of each will be avail- 
able to the other. 

Sumer W. Singer becomes man- 
ager of the slide film division of 
AudiVision and G. C. Jones becomes 
|}manager of the motion picture di- 
| vision. Henry Hobart becomes 
| Vice-president in charge of sales of 
Luther Reed and John Butler, for- 
jmerly with Paramount Pictures, 
|becomes production manager. 


‘Miami's $180,000 Tops 
Florida City Promotions 
Miami leads a list of 38 Florida 
| cities with an advertising and pub- 
\licity appropriation for 1940-41 to- 


ltalling $180,000. Other large ap- 
|propriations are: Miami _ Beach, 
$118,000; St. Petersburg, $70,000; 


Daytona Beach, $20,000; Pensacola, 
$20,000; Orlando, $18,500, and Sara- 
|sota, $10,000. 

In all, the 38 Florida cities have 
ljappropriated more than $575,000 
|for advertising and publicity during 
| the coming tourist season. 


Names Ray-Hirsch 

| Brugay, Inc., New York, formerly 
|known as the General Toilet Goods 
|Corporation, has appointed Ray- 
|Hirsch Company, New York, to di- 
rect advertising of its Lucky Clover 
toiletries. Newspaper rotogravure, 
|magazines and business papers will 
be used. 


FLX BQLQLQLE LLL LE Lh 


To 4tay at the 
“Bellevue” 


is to enjoy the thrill of living 
where everything of impor- 


tance in Philadelphia's social 


happens. Rates are reason- 


able. 


BELLEVUE 
STRATFORD 


IN PHILADELPHIA 


CLAUDE H. BENNETT 
General Manager 
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THE FAITHORN 


THE ONE BEST WAY 


—is the modern quickest way 


Today, there’s a one best way in everything. 
Faithorn COMPLETE SERVICE offers the best way to 
produce the mechanical requirements of your 
advertising. This service consists of (1) ad-setting, 
(2) engraving and (3) printing, with art work and 
layouts—all under ONE roof. Only ONE contact 
and ONE order necessary. If you are interested 
in securing the best kind of production needs 
at a saving of TIME, MONEY and TROUBLE, the 
time of times to use Faithorn certainly is now! 


CORPORATION 


Ad-Setters e Engravers e Printers 


oo 


504 Sherman St., Chicago 


Phone Wab. 7820 
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FTC Analyzes 
Operations of 
2 More Industries 


Washington, D. C., Oct. 30.—Pur- 
suing its goal of aiding “in orderly 


business operations and a larger 
and more stable employment of 
labor,” the Federal Trade Commis- 


sion today issued consolidated finan- 
cial reports on four leading cor- 
porations in the food _ specialty 
manufacturing field and nine en- 
gaged in the manufacture of agri- 
cultural machinery and tractors. 
“A contribution to these ends,” 
said the preface, “‘would be found 


with a much 

92.72 per cent, from the United 
States. 

The machinery companies re- 


ported selling expense of 11.22 per) 
‘cent, compared with 9.59 for the| 


food manufacturers. Machinery and 
tractor advertising accounted for 
only 1.45 per cent of sales, while 
food promotion took 8.97 per cent. 
The food companies were able to 
show a net profit of 11.11 per cent 
from manufacturing and trading, 
while 6.43 per cent represented the 
net of the agricultural machinery 
companies. 


‘Niblets Style’ 


larger proportion,|pany charged that Gambardella had 


‘attempted to transform ‘“Niblets” 
|into a generic word by advertising 
\“Premier Whole Kernel Canned 
Corn” as “Premier Niblet Style 
Corn.” The suit charged trademark 
|infringement and unfair competi- 
tion. 

The court, in holding for the com- 
plainant, ordered Gambardella to 
pay costs and disbursements and 
assessed nominal damages. It also 
issued an injunction to prevent 


further invasion of the rights of the | 


| Minnesota company. 


18 Programs of 
NBC Unaffected 
in Chicago Area 


21 Others Planning 
Theme Changes in the 
Near Future 


a 
‘Samuel R. Guard Resigns (For additional news on the music 


| as Roycroft Head 


theme situation see Page 6) 
Chicago, Oct. 31.—That the BMI 


Brown & Williamson Tobacco 
Corporation utilizes original many. 
script on “Wings of Destiny.” 

“Traumeri,” Tony Won’s Sh 
for Hall Brothers Company, Inc 


These Must Change 


| The following shows and the: 
|will be affected by the change 

“Clare de Lune,” from “M 
Marlin,’ “Chansons Bohemien 
from “Vic and Sade,” “I’m Yo, 
from “Painted Dreams,” and “ 
_hrodite” from “Guiding Light,’ 
sponsored by Procter & Gan 
Company. 

“Contented” and “Wait ‘till 
Cows Come Home,” from Car ..- 
tion Company’s “Contented Ho ° 


di F nay . Samuel R. Guard, farm magazine : “Dri ’ ie “wh; 

in providing reliable information ee: ee ae se catalog is considerably more in- Prisoner’s Song” and “Whis er 
about operating conditions as a Held to Infringe Ss po ig eed pe ew clusive than generally supposed |and His Dog,” from Brown & \ |- 
guide for business management,’ Noted Trademark 'Roycroft enterprises, East Aurora, |is indicated by a survey of NBC |liamson’s “Dog House. : 

and in removing ignorance about} N Charles E. Summer has been | programs originating in Chicago. No “School Days” and “Playma 


current business conditions in order | Albany, 


| N. Y., Oct. 30.—Since | chosen as his successor. 
to forestall unwarranted speculation | Minnesota 


Valley Canning Com- Mr. Guard will continue as vice- 


from “Alka-Seltzer’s “Quiz K 
and “Humming Blues” and “ j¢ 


less than 18 commercial shows are 
unaffected by the broadcasters’ split 


which leads to collapse and to has- | pany, Le Seur, is the exclusive | president with Lucy R. Guard, his| with ASCAP, while 21 will be|Very Thought of You” from its / °c 

e ten the extension of business opera-|owner of the “Niblets” trademark | daughter, as mag? A = a forced to change their musical | Templeton show. 
"a tions when conditions justify such |for corn, any such phrase as “Nib- | shained a ae ts gees men themes. “Out of the Night” and “We’r: in 
extension.” \lets style” would indicate to the| Gown because of ill health. He is Even this forced abandonment of |the Money” from General M |\s’ 

im Cities of Mesteem | buyer that that company was the| now in the South. musical “trademarks” may turn out | “Beat the Band. 


|manufacturer or processor, the fed- 

The nine machinery and tractor/eral court for the northern district 
companies enjoyed an aggregate |of New York held in a suit against 
volume of $529,356,946 in 1939, 75.5| Vincent Gambardella, of Amster- 
per cent being domestic and the re-|dam, N. Y. The case had been 


“Smile for Me,’ from Fit .’s 
“Band Wagon.” 

“Stay As Sweet as You A 
from Sterling Products’ “Backst ge 


Wife.” 


to be an asset rather than a liabil- 
ity, according to some_ sponsors, 
since it gives them the opportunity 
to develop an entirely new tech- 


NBC Shifts Vernon 
National Broadcasting Company 


has transferred Gerald A. Vernon |™ 
nique. 


mainder export. The four food com- | pending since last spring. 


panies had a volume of $270,797,816, | 


Minnesota Valley Canning Com- 


from the New York circulation de- 
partment to the Chicago sales pro- 
motion division. 


The method was created by 
Quaker Oats Company for its “Girl 
| Alone” program, one of the first to 


“Painting the Clouds with Sun- 
shine,’ from Acme White Leac & 


‘discard its former theme. In its|Color Works’ “Smiling Ed c- 
% | stead, Quaker Oats substituted the- | Connell.” 
80 — ——Eeee —_ | . . . . ". 
ks 4 |matic music in the form of a “Girl “Where Was I?” from Evans : ur 
7 s ” ’ 
o- Alone Suite,” composed by Don |Company’s local program. 
= f Marcotte. The new music includes “Coffee and Kisses” from \ic- 
” Ratio of hospital beds occupied based o 7 : ee “stage : 
7s total capacity. Since a 20% “cushion” is /not only the conventional opening | Laughlin’s Coffee Company’s “Cof- 
” meee ie weirs — eet and closing theme, but motif music | fee Time.” 
o is agreed to be the practical ceiling for \descriptive of the leading char- | “Wishing” from Quaker Onts 
° efficient operations. 'acters, which is used to introduce |Company’s “Your Dream Has Come 
7 
6 . . . ° ” 
$s these protagonists in the script. This | True. 
yo} |innovation is likely to have a wide “Stop, Look and Listen” from 
63 . d My ‘ e 
oe following. Simoniz Company’s “Preview. 
6) : ~ 
60 “Linger Awhile” from Walgreen 
$9 New nge ? - , , 
se ew Arrangements Needed Company’s “10 O’Clock Final,” a 
. . | 

4 National Broadcasting Company | local program. 
i | also points out that many of the “I’ve Been Decorated” and “Rose 
4 | programs which must make changes |of Algeria,’ from Better Speech In- 
pA | will find them less revolutionary |stitute of America’s “Speak Up 

PIES OTOP ONT TEAS OTH WHEAT ASHTOS OUMITEAS STOR WU TOSSES TOS OHM DRESS HPOT ONT TOSS OPES ONT TESS OD SO i\than was at first expected, since | America.” 

—— 1933 —_- -—__ 1934 —_~ 1935 ——- -__ 1936 —~ 1937 ~~ -_ 1938 __ 193 9 __- \_1940 — | many of these melodies are in the “When the Bees Are in the Hive” 


public domain and are merely uti- 
lizing ASCAP arrangements. 
Fewer CBS programs originate in 


from Camel Cigarets’ “Uncle Ezra.” 
Carnation Company has adopted 
“America Sings,” a new manuscript 


e e e e Chicago, but three sponsored by|by Percy Faith, as a sub-theme 
Procter & Gamble Company will! Brown & Williamson Tobacco Cor- 
1S USINESS 0 aring or é IC. change theme music next week.|poration has commissioned Bob 


Is in a Very Healthy Condition . . . 


Hospitaltown represents one of the bright 
spots on the market horizon today. Since 


along with Boston, Philadelphia, Detroit, 
or San Francisco as a major consumer of 


“The First Nighter,” the Campana 
program, is having more difficulty 
in adjusting itself to the situation. 
While many discussions have been 
held, no decision has been reached. 
Three other CBS programs have 
original melodies, a situation which 
also exists on NBC to a greater ex- 
|tent than would be supposed. Since 
jthese original manuscripts have 
never been published, they are not 


Trendler to produce new themes 
Practically all sustaining network 
shows originating in NBC’s Chicago 
studios will be changed by Nov. 15. 
Included in the list are “Club Mati- 
jnee,” “Doctors at Work,” and “U.S 
Forest Rangers,” the latter being 
heard on “Farm and Home” with 
new themes by Rex Maupin. Roy 
'Shield is providing new themes for 
ithe National Farm and Home Hour. 


eligible for copyright. 'The “Breakfast Club” has four 
1932 there has been a steady increase in food products, building maintenance ma- Unaftected by Split themes, two of which are non- 
sities ASCAP. 


the ratio of beds occupied until now hos- 
pitals are close to having to hang out the 
And that fact provides 


"S R O" sign. 


terials, housekeeping supplies and numer- 
ous other items used daily by these hotels 


Programs originating in the NBC 
studios here and which are unaf- 
ifected by ASCAP property rights 


Yankee Adds Two 


for the sick. It serves 1,500,000 patients are as follows: Yankee Writing Service, Gull- 

sound basis Sor new construction activit : “When the Bloom Is on the Sage,” |ford, Conn., has been named by 

te Sheeatie® ne M and staff members daily every day in the ‘from Ralston Purina’s “Tom Mix oo, + sea North Brooktield, 

in italfown now n year . : Straight Shooters.” Mass., poultry breeder, to use farm 

Aeon <epag ow ara fen year peak, year. A favorable introduction to the Old, Dow Tray.” from “Bob |@d. poultry’ papers and_ business 

which should contribute relief to the mar- b for this j “a f Becker's Chats Avout Dogs.” ang |PUblications; and Elizabeth Holden 
uyers tor this important group of con- as BS, ane’ | Gifts, Garden City, N. Y. 


ket's present crowded conditions. 


Each month this year has shown decided pages of HOSPITAL MANAGEMENT, yy Bs meena A ert gy ii ——— 
gains over the corresponding months of for nearly twenty-five years the respected “Cameos of New Orleans,” Illinois 


last year in ratio of beds occupied. That, 
coupled with the fact that 1939 did the 


sumers can be given you through the 


friend and counselor to hospital execu- 
tives of America. It goes straight to the 


“While Strolling Through the Park,” 
|from the “Doggy Dan” program, 


Central Railroad’s program. 
Original manuscripts are used on 
Procter & Gamble’s “Lone Journey,” 


TueVawe 


: ‘ “Ma Perkins,” “Houseboat Han- ft) \\ t (C ) [ 
a same over |938 in ten of its twelve months _ buying centers of the principal institutions nah” and “Knickerbocker Play- Di INFORMATIO: 
ep —_— ° “ils house.” f r ir - - 
ade if 
& indicates clearly how stable this billion of the country. “Poor Little Cinderella.” “An- |5 MEASUSED gy ) 
dollar market is. Though not shown on dante Religioso,” and “Bridal 
se A ° May we tell ou mor Chorus” by Wagner, used respec- fo)! 
ord market maps, Hospitaltown is a top y y ore about and how tively on “Arnold Grimm’s Daugh- EUASILITY =F, 
flight market and no manufacturer whose HOSPITAL MANAGEMENT can help ter,” “Hymns of All Churches,” / 
- - ‘ F d “ . » Ys “ker.” ¢ shin -- ~ 225. = 
goods are sold to consumers can afford you get a larger share of business in this poms General pa Bang = — 
; to overlook or neglect it because it ranks _ healthy, stable, billion dollar market? Pence: ig «Rong Sad 
; \“Northwestern Suburban Hour,” | 
| sponsored locally by North Western | JOHN BLAIR & COMP NY 
Railroad. 
| “Melody in F,” theme song of National Representati: 
‘ii \“Your Neighbor,” for Wieboldt’s 


New York 
330 W. 42nd St. 


Atlanta 
Walton Bldg. 


Los Angeles 
Western Pacific Bldg. 


Hospital Management 


The News and Technical Journal of Administration 


San Francisco 
Mills Bldg. 


aly 


Chicago 
100 E. Ohio St. 


Portland 
Terminal Sales Bldg. 


Department Store. 

“Salute d’Amour,” on “Betty and 
Bob” local program of Staley Mfg. 
Co. 

“Moonlight Sonata,” on RCA-Vic- 
tor’s “Music You Want,” a local 
program. 


of Radio Stations 


520 N. Michigan Ave.-—*> 
$41 Madison— Murray 
DETROIT New Center Building—™M 
ST. LOUIS—4S55 Paul Brown Bidg ‘ 
| LOS ANGELES—Ch. of Com. Bidg.—!"' 
| SAN FRANCISCO—608 Russ Bidg.—! 


CHICAGO 
NEW VORK 
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READY TO FIGHT DRYNESS 


(@ << | 
‘ie Bul you cant ee. a ee 
rub cold cream into ; ; 


Peter Ham, left, president of the Adver- 


your vegetables ! a a" Springfield, Mass., chats 


Stapleton, newly-elected 
governor of the First District, AFA. 


You know what dryness dees to your shin. Pry 
cold is just as great an enemy te sour veer- 
tables—and to your other feeds av well, You 
can't give them a facial, But you can easily 
protect them against drying out. 


With a spirited football illustration ring in it for Old e 
: pirited foo ustration appearing in its newspaper copy for 
, DOES A JOB Quaker, Schenley Distillers Corporation is tying the campaign together with F o 
football schedules, which are inserted in a pocket on this counter display. Like ; 
' the de luxe window trim, the small display also shows the football scene. _ as 
. PICK WINDOW DISPLAY CONTEST WINNERS 
r 
- WE CHALLENGE YOU TO LOOK AT ALL 3! —_ , 
ie 
m 
n 
se ‘ | a 
: ai Te 
p 
ae monsien_ care John Wilmarth, vice-president and art director, Earle Ludgin, Inc.; Findley Wil- 
ee a ee micenation-CO1D ALONE 15 Nor Is Brown & Bigelow art and lithography liams, vice-president and art director, W. L. Stensgaard & Associates; and 
provides an attractive and comparative- Rudolph Considine, manager display department, Lucien Lelong, pick the winners 
d Full-color page which leads off the new campaign of National Association of Ice ly inexpensive display for Citrus Products in a window display contest staged by Phoenix Hosiery Company, Milwaukee. 
pt Industries. A vigorous war on “dry cold" features the promotion. Company, Chicago. Standing is Martin Keohring, Phoenix advertising manager. 
e 
rr & GOLF WAS ONE PROMINENT FEATURE OF THE ANA MEETING AT WHITE SULPHUR SPRINGS 


_ & 
* 


: § r six of the foursomes that batted little white balls around the course at the ANA meeting, with divers results. Upper left, M. H. Leister, Sun Oil Company; Lawrence C. Gumbinner, agency head; M. W. 

ss it jorwich Pharmacal Company; and H. A. MacMullen, National Carbon Company. Upper center, Don Francisco, who has just resigned as Lord & Thomas president to join the defense commission; Mortimer 

-_ u Mn t, The American Weekly; Sheldon Coons, retiring L & T vice-president; and T. M. Keresey, L & T vice-president. Upper right, R. C. Witmer, NBC vice-president; W. G. Werner, Procter & Gamble; P. K. 
ie 


an, Family Circle; and C. |. Wood, Thomas J. Lipton, Inc. Lower left, J. A. Welch, Crowell-Collier Publishing Company; Graham Patterson, Farm Journal and Farmer's Wife; W. H. Eaton, American Home; 
and C. Carr, Aluminum Company of America. Lower center, R. P. Dodds, Truscon Steel Company; G. P. Shutt, Architectural Forum; W. B. Kegg, Fortune; and North Wright, Libbey-Owens-Ford. Lower right, 
George Hartford, Chicago Daily News; W. B. Carr, Time, Inc.; Leo Burnett, agency chief; and Howard Black, Time. 
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36 ADVERTISING AGE November 4, 1949 


—— . 


THE CHICAGO HERALD-AMERICAN 
GAINED MORE THAN A MILLION 
LINES OF ADVERTISING DURING 
THE FIRST 10 MONTHS OF 1940... 
GAINS IN EVERY CLASSIFICATION 


a Source: Media Records 
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